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Abstract 
 
Understanding the Admissions Experience of Admitted Students Who Fail to Enroll: 
A Multiple Case Study. Richard Hudnett, 2015. Applied Dissertation, Nova Southeastern 
University, Abraham S. Fischler College of Education. ERIC Descriptors: College 
Choice, College Admission, Enrollment Management, Higher Education Admission 
Models, Higher Education Marketing, Student Attribution, Student Recruitment 
 
The main purpose of this applied dissertation was to explore why a new student who is 
fully admitted to an academic program never proceeds to registration during their first 
semester. A research study addressing these instances might help college administrators 
improve conversion rates of admitted students. 
 
The fact that four of the six participants only applied to one university, the researcher 
believes, validates several prior research studies that directly linked a strong connection 
between a student’s positive perception of a college and the likelihood that they enroll in 
it. All of these participants in fact did perceive the university positively; therefore, many 
of them only applied to it for admission. Several of the participants mentioned that the 
university’s course offerings, format, and academic fit were among the reasons why they 
applied to it as well. However, what the study results revealed was not so much about 
their positive perception of the university or whether or not it was a good academic fit, 
but more so the lack of communication with the university during the enrollment process, 
difficulty in navigating the financial aid process, and their common need for a more 
personalized experience with their financial aid needs that led them to not enroll. 
 
The researcher was able to identify six major participant experiences and topics that were 
among the most commonly used by each of the participants. They included financial aid, 
cost, personalized experience, level of ease or difficulty relative to the enrollment, 
expressed need for more information, and communication. After the researcher identified 
each of the six most commonly mentioned participant experiences and topics within the 
enrollment process, three major emerging themes became apparent. The three major 
emerging themes were: Personalized Experience, Communication, and Financial Aid. 
The results of this study, such as identifying multiple consistent emerging themes of why 
an admitted student chooses to not enroll, can add value for any university especially one 
that is seeking to improve its enrollment management processes, the overall experience of 
its admitted prospective students within its admission system, and its admitted and 
enrolled conversion rate.  
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Chapter 1: Introduction 
 Student enrollment data are valuable resources for colleges and universities across 
the United States as they can be used to identify and measure trends and the growth rate 
of various programs. According to the U.S. Department of Education’s National Center 
for Education Statistics (USDOE/NCES, 2011), the total number of enrolled students at 
degree-granting postsecondary schools was 14.8 million in 1999 compared to 20.4 
million in 2009—an increase of 38%. The data clearly indicate that the number of 
enrolled students within the United States is increasing. Higher education institutions can 
use this information as well as their own enrollment figures to determine future 
enrollment goals and objectives. Over the past several years, it has grown increasingly 
important and critical that nonprofit and for-profit colleges successfully manage 
enrollment operations (Hossler, 2009). The process of managing enrollment data is the 
cornerstone of a college’s future growth and success (Duniway & Wiegand, 2009). If a 
school is not meeting assigned enrollment goals, it will most likely seek to identify the 
potential causes.   
Statement of the Problem 
 This study explores the disparity between the number of admitted students to a 
college versus the number of students that actually register for courses, as failure to 
register results in lower enrollment rates and unmet target enrollment figures. According 
to the College Board (2014), during the 2012–2013 academic year, colleges in the United 
States had a national average of below 50% when it came to fully enrolling admitted 
applicants for both selective and non-selective schools. A non-selective college is a 
school that accepts 75% or more of its applicants and a selective college is one that 
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admits 50% or less of its applicants (College Board, 2014). The national average for a 
non-selective school to ever enroll its admitted students is 41%; whereas for selective 
schools it is substantially lower at only 18% (College Board, 2014). When an admitted 
student fails to ultimately enroll, there is a loss of revenue for that particular school, 
whereas the opposite is true if the student eventually enrolls.    
 Although college enrollment within the United States has substantially increased 
over the past two decades, the risk of these figures either flattening out or declining is 
real (Lederman, 2012). The total number of enrolled students at higher education 
institutions in the United States fell slightly for those entering in the Fall 2011 term and 
who qualified for federal financial aid (USDOE/NCES, 2011).   
Many of the Student Information Systems (SIS) commonly used today by 
colleges gather information regarding a variety of student enrollment patterns and trends; 
however, these systems often fail to identify or track students who do not to register for 
class (Head, Blake, & Hughes, 2009). According to peer-reviewed literature, scholarly 
written journals, and past research that addresses student enrollment issues, some of the 
reasons why admitted students fail to enroll in courses may include a non-user-friendly 
website, the influence of friends or family members, a negative experience with any of 
the university’s contact points, and the student does not feel the university is a good 
academic fit for their needs and wants.  
Phenomenon of interest. Admitted, but non-registered new students have a 
negative financial impact on a university due to the loss of tuition and fees. Most schools 
depend on tuition and fees as the primary source of income. The target school’s student 
tuition and fees accounted for 83% of the university’s overall income for the 2009–2010 
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fiscal year (Nova Southeastern University, 2011). The exact amount of revenue not 
gained by a university due to an admitted, non-registered student is a variable dollar 
amount since each program within the university has a different cost per credit and 
academic fee structure. However, according to the USDOE/NCES (2011), the annual 
price a student will pay for undergraduate tuition, room, and board for the academic year 
2009–2010 was estimated to be $12,804 at public institutions and $32,184 at private 
institutions. According to the university website in which this study was performed, the 
average tuition for the full-time day program for the 2012–2013 academic year was 
$23,850, with room and board at an additional cost of $9,042 (Nova Southeastern 
University, 2012), totaling $32,892. Moreover, the average amount a private university 
spent in 2005 on recruitment efforts for each new student they gained was $2,073 
(Schimmel, Motley, Racic, Marco, & Eschenfelder, 2010). Thus, a significant amount of 
revenue is either gained or lost by every university that is dependent on the decisions 
made by prospective students to enroll for coursework.       
Background and justification. Enrollment data is a key resource for any college 
that is focused on developing its academic programs through increasing the number of 
qualified, admitted, and enrolled students (Duniway & Wiegand, 2009). Therefore, the 
more knowledge that a school can gain about why an admitted student chooses not to 
enroll can help the school create and implement an effective recruitment plan that takes 
these specific factors into consideration. A college’s existing student recruitment plan is a 
critical component to every school’s enrollment management plan of action (Dolence, 
1991). 
Student recruitment programs initiated by colleges often involve a heavy focus on 
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marketing efforts designed to target potential students; however, there has been a limited 
amount of research performed on the effectiveness of such programs (Vander Schee, 
2008).  In fact, much of the data often gathered in the field of higher education from such 
research fail to collect feedback and information from students who have been admitted 
but never registered for courses. Many of the studies performed that target student 
enrollment research, such as Vander Schee’s (2008), suggest that the students who failed 
to enroll were never contacted; however, feedback collected from these prospective 
students would be helpful to their research, valuable information to gain, and should be 
pursued. The researcher worked directly with admitted students who failed to enroll and 
gathered specific information relative to their reasons for not doing so.  
Relevance to the discipline. Enrollment management is essential to every higher 
education institution as tuition and fees are among the greatest revenue streams for 
academic institutions. Moreover, many colleges have increasingly implemented 
enrollment management mechanisms to help them strategically market and promote 
programs to their respective target markets (Barnes & Harris, 2010).  There have been 
many advances in technology resources that gather and collect enrollment data, which 
can assist schools in improving the management of this information; however, the 
organization and effectiveness of such data has been processed slowly because of the 
wide range of unanswered questions regarding the relevancy of the collected information 
and its usefulness (Duniway & Wiegand, 2009). When a student who is admitted to a 
university fails to register for courses, the school loses the opportunity to collect income 
and revenue from that particular non-enrolled student, thereby negatively impacting the 
school’s overall income. Thus, admitted students who fail to register directly influence 
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the income growth of all colleges competing within the higher education marketplace. 
Audience. The two primary audiences that benefit from this research study 
include university and college personnel and prospective students. This research study 
explored why a student who is admitted to a particular institution fails to enroll at that 
institution. Information collected through this study offers valuable insight in several 
ways. This study may assist with improving recruitment systems and plans and 
strengthen the way in which a college builds relationships with prospective students, 
which can ultimately lead to higher student enrollment numbers by giving student 
prospects a chance to become familiar with the college application process and the 
college selection process.   
The Purpose of the Study  
 The main purpose of this study was to explore why a new student who is fully 
admitted to an academic program never proceeds to registration during their first 
semester. A research study addressing these instances may assist college administrators in 
improving conversion rates of admitted students. This study attempted to further 
understand the reasoning behind why students who were admitted failed to enroll in 
classes. Exploring this issue can help improve and strengthen an institution’s recruitment 
initiatives.     
 To further understand the factors that can influence a student’s choice to enroll or 
not, it is important to review any available research on this specific subject. The results 
from such relative studies can potentially provide definitive answers that help direct and 
guide this research. A review of the successes and failures of prior comparative research 
should add tremendous value to the researcher’s approach. Although statistical findings 
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can be inconsistent and may lead to the need for further research, they are more valuable 
than presumptive ideas.          
 The study took place at a regionally accredited university’s off-campus 
educational center located in central Florida. Enrollment data at a university’s distant 
student education centers are significant to the main university because they contribute to 
understanding the overall growth, neutrality, or decline of the university (Michael 
Daniels, personal communication, June 7, 2014). This particular education center is one 
of eight academic centers located throughout the United States. The university’s main 
campus is located in south Florida and has an estimated 25,000 to 30,000 active and 
current students in attendance. The university offers more than 100 academic degree 
programs between the undergraduate, graduate, and post graduate programs.  
Data gathered by the researcher from November 2010 through May 2011 show 
that 37% (or 52 of 140) of admitted students never enrolled for courses at the off-site 
Orlando campus. For the 2010–2011 fiscal year, the off-site Orlando campus’ overall 
student enrollment goal was 795 students; the actual number of newly enrolled students 
at the campus was 681, which is 14% below the target (Michael Daniels, personal 
communication, March 2011). Along with the off-site Orlando location, five of the eight 
university off-site locations did not meet their enrollment goals for 2010–2011. Student 
Education Center Director Michael Daniels stated, “It is imperative for the student 
education centers located across the country to help each of the academic centers increase 
their number of enrolled students and develop their program presence within each of their 
respective communities.” If important assigned business goals are not being met, an 
effort should be made to discover possible solutions for meeting them.  
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Chapter 2: The Literature Review 
Within the literature review for this study, the researcher relied heavily on the 
resources made available to him by the university library’s catalog and vast access to 
electronic databases, including ERIC by ProQuest and ProQuest Educational Journals 
also by ERIC. The researcher restricted the literature search to those studies that were 
peer reviewed appearing in scholarly journals. To focus the research, some of the 
searchable keywords used to narrow the findings were college choice, college admission, 
enrollment management, higher education admission models and theories, higher 
education marketing, student attribution, and student recruitment. These specific 
keywords and keyword phrases assisted in guiding the research and finding relevant peer-
reviewed, scholarly literature. 
The understanding of prospective students’ backgrounds and goals for higher 
education is the first step in the process of improving an institution’s enrollment 
management process (Shaw, Kobrin, Packman, & Schmidt, 2009). Other studies that are 
found to be relevant to this study, such as the college choice process that prospective 
students tend to use to help them formulate their decision about which school to attend 
and enroll, were considered and applied by the researcher in the study.     
Enrolling Admitted Students 
Once a college commits to a student by offering them acceptance into the 
academic institution, the school must plan and prepare the amount of resources that will 
be required to meet the needs of that particular additional student. For example, the 
number of admitted students into a specific program will most likely determine the 
faculty-to-student ratio at the college as well as the physical class size and its 
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requirements. Therefore, each additional student can be factored into an institution’s 
overall net income and costs.   
Each year, thousands of prospective college students search for the specific school 
in which they can enroll and eventually meet their academic goals and aspirations. The 
process of searching for the best-fit school can easily overwhelm any prospective student 
as it may entail meeting with multiple university representatives, scheduling visits to 
school campuses, and learning about all of their individual financial and academic 
options. Although each prospective student is unique and will very likely have a different 
set of personal academic needs, an organized and effective enrollment management team 
within an institution can provide students with consistent and accurate information. 
Providing prospective students with clear and specific information should reduce the 
likelihood of prospective students experiencing confusion due to mixed messaging. 
Moreover, when an institution’s employee base acts and strives to carry out its overall 
goals and objectives on a daily basis, it positively represents its leadership’s ability to 
influence them. Therefore, an academic institution and its prospective students can 
equally benefit by an effective and efficiently managed enrollment process (Bucher, 
2010).  
 As the number of prospective students continues to grow each year, colleges 
across the country must attempt to target those students who would be strong candidates 
for their academic programs. Once a university has identified its target market and strong 
prospective student profile, it must develop and implement various marketing and 
advertising mechanisms that attract and entice each of them to submit an application for 
admission. According to Sevier (2000), colleges can no longer expect their prospective 
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students and admitted students to matriculate through the enrollment process seamlessly 
due to the emerging marketing and recruitment realities present in today’s higher 
education marketplace. Moreover, Sevier (2000) further suggests that a university must 
diligently collect and analyze data relative to its recruitment practices and ensure its 
marketing, recruitment, and enrollment management approaches evolve with the needs 
and wants of its prospective students.  If a university is successful in attracting 
prospective students to apply, it is then tasked with ensuring that those admitted 
ultimately enroll.  
Theoretical Framework 
 Much research exists on the subject of student enrollment; therefore, the 
researcher applied a theoretical framework to this study. A theoretical framework is best 
applied when prior research has been conducted on a specific subject using various 
approaches. Previous research and findings are first gathered and reviewed, then assessed 
according to themes in order to identify relevant information for the current study.  
The theoretical framework for this study is supported by many studies that 
revolve around the following key constructs: academic fit, an institution’s website, a 
student’s support system, and a student’s direct contact experience with a representative 
from an institution. This review of literature will provide an in-depth look at these 
specific constructs as they relate to student enrollment at colleges and universities. 
Exploring Enrollment Management 
Enrollment management involves the comprehensive process of planning and 
preparing to maximize a college’s resources to achieve both the assigned revenue and 
enrollment goals for each academic year (Ward, 2008). According to the USDOE/NCES 
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(2011), the annual price a student paid for undergraduate tuition, room, and board for the 
2009–2010 academic year was estimated to be $12,804 at public institutions and $32,184 
at private institutions. Although these figures represent the national average of how much 
each student paid and how much each college expected to receive, every school will have 
its own varying tuition costs and fees. The average undergraduate tuition, room, and 
board cost incurred by each student at the academic institution where the researcher 
performed this study was $31,692.  
Enrollment management is also the process of identifying, organizing, and 
coordinating the efforts of an institution’s resources and existing activities (Hossler, 
2009). The more that a university can learn about the needs and wants of its prospective 
students, the better able they should be in providing them with the proper services they 
are seeking. Marketing, recruitment, student services, financial aid, orientation, 
institutional research, learning assistance, career services, and academic advising are 
integral enrollment process activities (Abston, 2010). When members of each of these 
departments collaborate and coordinate their efforts, it has proven to successfully 
influence the overall enrollment management process (Bucher, 2010). Conversely, 
institutions that lacked the commitment to improving the enrollment process and lacked a 
high level of internal collaboration between the varying enrollment activities suffered the 
greatest when managing their enrollment (Bucher, 2010).  
College Marketing Objectives and Recruitment Efforts 
Marketing consists of activities that are designed to generate awareness regarding 
a company’s brand and/or products (Merriam-Webster, 2015). A primary objective of 
any college institution is to market its programs to attract qualified prospective students 
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to the school who will eventually apply and increase overall enrollment. Each enrolled 
student at a school generates revenue for the school through tuition and fees they are 
required to pay. Thus, each qualified student who fails to enroll can be considered a lost 
opportunity to generate additional revenue for a college.  
The same return-on-investment principals that businesses use for marketing 
initiatives can similarly be used by universities. Just as marketing can help consumers 
differentiate between brands within a marketplace, marketing can also help schools 
differentiate themselves from competitors. A brand image influences consumers' 
attitudes, beliefs, and behaviors related to a university (Rupp, 2012). The fundamental 
purpose of marketing to create awareness is essential to any university. The more 
awareness that a prospective student has of a school and the more name recognition a 
school has can affect the college selection process.   
A college’s marketing program not only helps increase its brand awareness but 
can also highlight the unique strengths and differences that set it apart from other schools. 
Research has found that emotionally driven marketing strategies have positively 
influenced the choice of prospective students to select one university over another 
(Durkin, McKenna, & Cummins, 2012). The more that universities offer specific 
academic programs prospective students are looking for their college experience, the 
more choices those students will face when deciding which school to attend. And 
although prospective students are aware of the majority of schools offering specific 
academic programs, there will always be schools that they are unaware of. It is also true 
that many students are attending schools that perhaps are not the best fit for them and that 
there might be other, better-suited options. An institution’s target market should be 
12 
 
qualified prospective students who are seeking a specific academic program that the 
university offers.  
 The role that the Internet and print advertising play in the college marketing field 
should not be underestimated or overlooked. Today, the Internet is more accessible not 
only within the United States but globally, and universities and businesses alike can 
extend their reach to much larger audiences without substantially increasing their costs, 
such as those associated with printed literature. The Internet is one of the greatest 
resources and tools for prospective students to search for colleges to attend and further 
evaluate and learn about what each of them offers, such as its academic programs 
(Benjamin & Lee, 2005). Furthermore, information made available on an academic 
institution’s main website will often either encourage or discourage prospective college 
students to apply to that specific university (Tucciarone, 2009). In addition to online 
student discussion forums and a vast amount of available information on the Internet, 
which students can evaluate when trying to make their college decision, the accessibility 
or lack of accessibility of a school’s website may influence a student’s decision whether 
or not to enroll. Research has shown that an increasing number of prospective college 
students are using the Internet during their college searches and, most important, as a key 
tool in their college selection process (Schimmel et al., 2010). It is important for a school 
to maintain and properly manage its website in order to ensure that it accurately 
represents the school and presents a clear message about what the academic life at that 
particular school is like. Students who have positive experiences with a school’s website 
are more likely to schedule a campus tour or school visit compared to those who have 
negative or less than positive experiences with the school’s online presence (Schimmel et 
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al., 2010). An academic institution’s website is critical to the college decision-making 
process and will often have some influence on a prospective student’s final choice. 
Similarly, the credibility and overall presentation of a school’s website can persuade an 
admitted student to take the next step and enroll in coursework.  
In today’s Internet-driven world, however, there is still a place for printed 
literature in the marketing and advertising sphere as it is still considered by many as a 
valuable marketing tool to educate consumers about a product or service. Printed 
literature remains a viable means of communication and is important to reach those who 
either do not have access to or who choose not to access the Internet. Additionally, some 
may find that information provided in printed format is more direct and easier to consider 
and understand than the mass amount of information found online or on a school’s 
website.     
 Similar to a school’s marketing efforts, its recruitment policy also focuses on 
increasing brand awareness as well as attracting qualified prospective students to apply 
and enroll at the school. However, unlike a university’s marketing efforts, its recruitment 
activities often involve a personal exchange between a prospective student and a 
representative from the school. This interaction goes beyond the average marketing 
message and is a more personal experience. A university representative who works to 
recruit students for a school often seeks opportunities to meet with prospects in various 
locations and settings, such as at an off-campus educational fair. The recruitment process 
is much more focused on reaching prospective students directly and communicating with 
them about their interests and goals.  
 College prospects can maintain several different contact points at schools they are 
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considering. Some of the main contact points at a school are a school’s admissions 
department, a current student at the school, an academic recruiter, or a program director. 
Once a school has a prospective student’s contact information, the school has the 
opportunity to develop a relationship through a variety of ways, including email, face-to-
face meetings, postal mail, and telephone. If a prospective student is identified as a target 
student for an academic program, the institution will most likely further engage in the 
process of recruiting that individual by increasing the level of communication with them 
(Adams, 2009). Similarly, a prospective student can also gain valuable information and 
insight from direct communication with a school, including specific academic program 
information, financial aid guidance, available services, important university recruitment 
events, and application procedures and deadlines. A great deal of a prospective student’s 
engagement with a university will often depend on a university’s ability to nurture and 
build the relationship between the two (Bontrager, 2004). Therefore, measuring and 
managing the university’s communication messages to admitted and non-enrolled 
students may provide further insight into why these particular students fail to enroll.      
Recent Trends in Enrollment Management  
The importance of a university’s online reputation, quality of representation, and 
overall online presentation, measured by several different tools, continues to grow 
increasingly important for colleges year after year as the number of prospective students 
conducting their college search online also continues to grow. According to Sandlin and 
Peña (2014), an increasing number of higher education institutions are utilizing the 
Internet and, more specifically, social media tools in an effort to improve their 
authenticity relative to their recruitment and marketing material. Prospective students 
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tend to view or perceive blogs written by existing students to be authentic when they 
discuss their real-life college-related activities and often internalize the message and 
identify with the blogger (Sandlin & Peña, 2014). In today’s higher education 
marketplace, it is essential for colleges to be aware of their online marketing reputation 
and effectiveness.   
Among the greatest benefits of online marketing is the measurable and direct 
revenue streams that can be linked to a university’s online marketing techniques through 
various web-tracking models, which highlight the online path a prospective student takes 
to arrive at the application page (Blumenstyk, 2006). Schools can explore several 
different marketing and advertising techniques that involve data mining, search engine 
optimization, and pay per clicks. The cost of online advertising strategies can vary 
tremendously; however, they are revenue streams that should not be ignored by any 
university due to their proven effectiveness.  
Data mining.  Data mining can best be explained as the developed method in 
which large amounts of data are managed and organized to represent different 
relationship models; moreover, data mining is extremely resourceful for universities that 
are seeking to improve any aspect of its existing enrollment procedures (Bohannon, 
2007). A university can develop valuable models that can reflect specific patterns relative 
to their prospective students and those students who have applied, been admitted, but 
have failed to ever enroll. Additionally, organizing data that are relative to enrollment 
figures can assist a college in focusing its advertising, marketing, and recruitment 
processes to be more  efficient and effective overall. Data mining is essential for helping 
universities better understand changes that can occur in the higher education marketplace 
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(Bohannon, 2007). For example, prospective students are more knowledgeable today than 
they have been in the past due to the availability of vast amounts of information 
regarding academic programs, various admission requirements and processes, tuition 
costs, and financial assistance programs. Data mining is an important resource for 
colleges and can greatly assist schools develop and modify their advertising and 
marketing initiatives, while tracking the progress and effectiveness of such programs. 
Search engine optimization. The value of optimizing a college’s ranking, or 
where it appears within the search results on major search engines, plays a major role in 
many universities’ advertising objectives (Blumenstyk, 2006). The search engine Google 
relies on a well-designed algorithm that attempts to help its users find the information 
that they are seeking (Williams, 2011). This can be a very strong marketing tool for any 
business wanting to attract Internet users who search for specific topics or subjects 
related to the business. Similarly, when prospective students search for keywords related 
to an academic program they are interested in, the search result rankings can determine 
which programs are viewed more than others. Williams (2011) points out that businesses 
and colleges alike can benefit greatly when their websites are among the top listings on a 
Google search relative to the product or service they offers. Thus, businesses and schools 
have a strong interest in optimizing their products and services on major search engines, 
which can be very effective in generating prospective leads.   
The Pay-Per-Click model.  More and more colleges today are implementing 
pay-per-click recruiting strategies because they are reliable, effective, and can provide 
schools with immediate results (Blumenstyk, 2006). Moreover, such an advertising 
strategy has historically been one in which a majority of for-profit schools engaged; 
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however, because today’s marketplace is one in which many prospective students are 
increasingly relying on the Internet to research the colleges they are considering applying 
to, all schools, including not-for-profit schools, can benefit from this particular 
advertising approach. The pay-per-click model works by allowing a business or school to 
advertise for free on a website. When visitors to that website click on the advertisement, 
the business or school pays a fee to the host website (Blumenstyk, 2006). One of the 
strongest benefits of this type of advertising strategy is that the school or business that is 
being advertised needs only to pay per click, making it an inexpensive and efficient tool. 
Why Admitted Students May Choose Not to Attend 
Overall, the attitudes of prospective students have proven to be relevant in their 
decision-making process, both when considering to attend college or not and eventually 
when deciding on which college to attend. A prospective student’s attitude toward a 
particular school can originate from various sources, ranging from their parents’ 
influence to prior experiences with a school to a personal interaction with a college’s 
representative to a campus visit or even to a school’s advertisement. Overall, each 
student’s view of a particular institution derives from their unique perspective, personal 
experiences, and belief system.  
 Among the many important components that a prospective student must consider 
when making their college choice is making sure that their personal learning style and 
academic expectations align with their school choices. Specifically, prospective students 
are often influenced by, or interested in, a school’s average class size, campus location, 
available student services and resources, faculty and staff members, course schedule, 
current student base, and social and academic culture. One potential reason why a fully 
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admitted student chooses not to enroll at a school is because they eventually decide the 
school will not be a good academic fit for them. A major challenge for prospective 
students is determining all of these factors beforehand and accurately measuring their 
academic fit with a college without having a true experience at the school. Thus, the only 
way to know whether they have found a true academic fit with a particular school is after 
being admitted to and enrolled at a university (Mattern, Woo, Hossler, & Wyatt, 2010). 
Because of this inherent dichotomy in the school selection process, during the 
recruitment process, representatives from the academic institutions are heavily relied 
upon to assist prospective students as they attempt to determine if they are a good 
academic fit for the school of their choice (Bontrager, 2004).  
 To identify the many different factors that go into making a college selection, it is 
helpful to explore some of the various components that are influential to the decision-
making process. Students searching for a compatible college to pursue their academic 
goals may very likely be interested in the student affairs and services offered at their 
different school choices. Student affairs is broadly defined by Stanford University (2014) 
as a diverse organization committed to its student population’s social, psychological, 
ethical, and cognitive development. And the phrase encompasses all the different 
environmental elements of campus life, from extracurricular and other campus activities 
to academic services. This is especially important to students who live on campus. The 
entire campus experience incorporates both academic and non-academic aspects, thus the 
overall social comfort and culture can be a strong determining factor on whether or not a 
student chooses to attend a particular school. In addition to the social aspects of choosing 
a school, prospective students may also consider the level of academic services and 
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support that a school provides to its student body. The kinds of services a school offers to 
assist students develop their professional credentials can also be a consideration. 
The availability of student services can also be of strong importance to parents 
(Spearman, 2010). Surveyed parents of prospective students consistently indicated that 
along with a safe and secure campus, student access to campus resources was very 
important to them (Spearman, 2010). Student services can include tutoring, counseling, 
social groups, technology support, health and wellness services, computer labs, housing, 
recreation, and student life. Thus, students and their parents who are seeking a college 
that provides additional opportunities to learn and grow outside of the classroom and to 
broaden their social network would most likely be interested in a school’s available 
student services.  
 In addition to student services, academic advisers play a pivotal role in helping 
guide students with the mapping out of their required coursework within each of their 
selected programs. The stronger the relationship and the number of interactions between 
students and their academic advisers the more students are satisfied with the academic 
advising they received (Filson & Whittington, 2013). Although some curriculum guides 
may appear straightforward, they can be very complicated and require a great deal of 
planning. For example, some courses in a student’s academic program may be offered 
only one semester each year and have several different prerequisites. Academic advisers 
can guide students through this process and greatly impact the college experience.  
The average class size at a school can also be a determining factor and affect the 
college selection process, as some prospective students prefer smaller, more intimate 
class settings when it comes to learning while others prefer larger class sizes or are 
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indifferent. Students can furthermore have differing views on what constitutes small or 
large class sizes. Class size is valuable information for prospective students in that it can 
provide them with a general idea about the school’s typical learning environment and 
setting, which have been found to be directly linked to a student’s success. According to 
Fogarty (2012), while smaller class sizes can benefit all students relative to the attention 
they receive from their professors, struggling students in particular can benefit the 
greatest from more attention. It can be very advantageous for prospective students to 
consider attending a school that offers them the most conducive learning environment, 
one that meets their personal academic needs and ultimately provides them the greatest 
opportunity to learn, advance, and succeed.    
 Another determining factor in the decision of where to attend college is the 
school’s location. Location can dramatically impact the cost of tuition for a student. In 
particular, students who have to relocate can incur moving expenses, while commuters 
may have expensive transportation fees. In-state and out-of-state tuition costs can often 
vary greatly. For example, many of the state-run colleges in Florida have two tuition 
rates: one for in-state residents and one for out-of-state residents. The difference in tuition 
price can substantially increase the overall cost for students coming from outside the 
state. A student’s residency can also affect their eligibility for certain grants and 
scholarships. In Florida, undergraduate students who reside in the state and who are 
attending a private, nonprofit institution are eligible for the Florida Resident Access 
Grant. One of the primary requirements for this grant is that the applicant must be a 
registered resident of the state for one year or longer.  
 In addition to the several outside factors that can affect the college selection 
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process, some are more personal. In particular, a prospective student’s family and friends 
can have a tremendous influence on their academic decisions. In some scenarios, a 
prospective student’s family and friends can be more persuasive than a university’s 
advertising program (Tucciarone, 2008). Moreover, prospective students have also been 
found to base their decisions on which school to attend on the distance from their family 
and friends and their ability to easily reconnect with them (Tucciarone, 2008). If a 
student’s friend is attending the same school, it may provide that student with a great deal 
of encouragement to apply and enroll, or it could have the opposite influence on their 
decision. Family tradition has also been identified as a factor that influences a prospective 
student’s decision about which college to attend (Veloutsou, Lewis, & Paton (2004). 
Recruitment efforts that focus on how family and friends influence a prospective 
student’s enrollment choices should be further analyzed and researched.   
Another critical factor in the college selection process and one that may influence 
the decision of an accepted student is tuition cost. Tuition costs have continued to rise 
every year quite substantially, and prices and fees can vary widely. According to the 
College Board’s (2014) annual report, the average published tuition and fees at private 
nonprofit 4-year colleges increased to $31,231 in the 2014–15 academic year from 
$30,131 in the 2013–14 academic year. The rising cost of college tuition is also directly 
linked to the rising rate of delinquent student loans. Because this is such an influential 
factor in the college decision process, it is important and imperative that each school 
provide accurate, detailed, and transparent cost information to all students. Poor guidance 
in this area can result in a negative outcome.  
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Various Admission Models and Theories  
As college enrollments have grown, schools are benefiting from swelling tuition 
costs. As with most business models, revenue growth or deterioration is often linked to 
some level of its overall success or failure; therefore, because student enrollment 
represents a large portion of the revenue generated by a school, various admissions 
models and theories have been established and considered by higher education 
institutions for many years. There is no single admission model or theory that should be 
accepted as universally true because every school is unique; however, tremendous value 
can be gained by schools seeking to better understand enrollment data by reviewing past 
research on admissions.  
Chapman’s Model (1981) is named after David Chapman, who, in analyzing 
student college choice, established a model in which to better understand and interpret the 
factors that affect prospective students’ college decisions, which can assist schools with 
overall recruitment efforts. The model highlights the impact of student characteristics and 
external influences on a student’s decision of where to attend college. Two primary 
student characteristics that Chapman (1981) emphasizes are a student’s desired level of 
education and their high school performance. The three categories that Chapman outlines 
regarding the external influences are: (a) the influence of important people; (b) the efforts 
made by a college to communicate with a prospective student; and (c) the established 
characteristics of an institution. While Chapman’s Model offers a solid starting point and 
provides a clear outline for better understanding a prospective student’s college choice, 
his model was created in 1981. Since then, many advancements have been made in all 
areas of recruitment and college advertisement, including major developments in 
23 
 
communication resources.  
Chapman’s influence can been seen today in the work of Confer and 
Mamiseishvili, who used and applied his model in their 2012 study focused on 
understanding the college selection process of minority prospective students at 4-year 
faith-based institutions. Their research revealed that many elements of Chapman's work 
remain true and relevant, such as the importance of various interactions between a college 
and a prospective student and that institutional characteristics and recruitment strategies 
significantly influenced college choice. 
Among the many influential factors that contribute to the college selection 
process, it is widely thought that a prospective student’s overall perception of a school 
and its quality play a large role in their decision-making process. Therefore, much 
research has been aimed at trying to further understand how prospective students develop 
their perceptions about a school, and what schools can do to effectively build a positive 
quality perception among possible candidates. Understanding how these perceptions are 
formed can also perhaps lead to colleges being able to positively affect them.  
Some commonly accepted influencers on a prospective student’s perception of a 
school are family members, friends, university informational material, and participation 
in recruitment activities. Kealy and Rockel’s (1987) study focuses heavily on what 
recruitment strategies a higher education institution can utilize that will have the greatest 
positive influence on a prospective student’s perception of a college’s quality and the 
importance for all schools to consider this when measuring the effectiveness of its 
recruitment activities. The Kealy and Rockel (1987) study reveals that one of the most 
impactful recruitment tools is the in-person campus visit. Conversely, visits to high 
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schools by college representatives was not considered to have a significant influence on 
their perception of a college’s quality by the prospective students surveyed. Overall, the 
study reveals the importance for colleges to understand and to be aware of how their 
recruitment efforts influence prospective students and which recruitment efforts will have 
the most positive effect and ultimately lead from prospective student to enrolled student. 
In 2013, Cunningham conducted a study at Oklahoma State University that 
measured the success of its recruitment strategies by using similar metrics as outlined by 
Kealy and Rockel (1987). Cunningham’s overall findings supported the usefulness of 
campus visits during the college-selection process, the importance of a school’s academic 
reputation, and the career opportunities available to graduating students, as well as the 
idea that parents and guardians can be a strong influential factor in a student's decision. 
Accordingly, the results were able to help Oklahoma State University determine the 
effectiveness of its recruitment practices (Cunningham, 2013). 
Better understanding what prospective students are specifically seeking when 
selecting a college and gauging how they evaluate college offerings and attributes can 
assist admissions counselors in predicting the likelihood that a prospective student will 
ultimately enroll. Important determining factors are often the academic quality of an 
institution, overall tuition expenses, campus location, student diversity base, 
opportunities to participate in social activities, and level of personalized attention by 
faculty and staff. The research by Trusheim, Crouse, and Middaugh (1990) demonstrates 
a high correlation between prospective students’ attitudes toward certain college 
attributes and their eventual enrollment or decline. Furthermore, their research included a 
real-world study that measured participants’ attitudes toward various colleges.  
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Each prospective student’s perception of a college’s characteristics is unique, and 
the importance they place on each college characteristic is based on their own set of 
values. Although a specific perception may not be accurate or based on factual 
information, only when proven otherwise will it remain the truth for that particular 
individual. Cook and Zallocco (1983) analyzed the relevance of a prospective student’s 
perception of a college’s characteristics, how important each of those characteristics were 
to that student, and if that student eventually enrolled in the school. Cook and Zallocco’s 
(1983) study discovered that 81% of the participants enrolled in colleges that they 
perceived to rank high in the college characteristics they valued most. The authors also 
highlighted the importance for college admission advisers to seek to better understand 
what school characteristics or attributes are most valued or attractive to incoming 
students and how their schools rank according to other schools. This allows advisers to 
better address any concerns prospective students may have and to also be able to 
emphasize certain school offerings and ensure that all prospects are well informed. 
Cook and Zallocco’s 1983 study highlights the important role a student’s belief 
system plays in their college choice. One specific key influencer is the current student 
body at a particular school that can help prospective students develop their understanding 
and impression of a college. In 2012, Teo and Soutar conducted a study that researched 
the satisfaction level of a college’s current student base and the type of word-of-mouth 
information they provided to prospective students. Teo and Soutar discovered a direct 
correlation between higher satisfaction levels of a college’s current student base and a 
higher likelihood that those students would share their positive experiences with 
prospective students. Higher education institutions focused on increasing enrollment 
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numbers should simultaneously strive to improve the quality of service to the current 
student population. 
In addition to a prospective student’s attitude toward a school’s characteristics, 
their experience during the admissions process is also highly influential on their final 
college selection and subsequent enrollment. The college admissions process and a 
student's interaction with a school can be in the form of any type of communication with 
the school, including an interaction with a college representative or attendance at a 
recruitment event. According to Perry and Rumpf (1984), a prospective student’s 
experiences with a school along with their perceived perceptions of a school are linked to 
the likelihood of future enrollment. This was also relevant in their research, which 
revealed that enrollment was predictable for 70% of the participants by finding a 
correlation between a student’s overall opinion of a school and their experience with the 
school and whether or not they enroll. Colleges should be cognizant of how they are 
viewed by prospective students in terms of their offerings as well as their overall 
interactions with prospective students and the admissions process as a whole, which can 
greatly influence enrollment either positively or negatively.  
In 2012, Nurnberg, Schapiro, and Zimmerman examined the matriculation 
decisions of prospective students at a highly selective academic institution. The 
foundation of their research relied upon two core concepts established by the research of 
Perry and Rumpf (1984): how strong of an influence a prospective student's perception of 
a school and their interaction with a school have on their decision to enroll in that 
particular school or not and how those factors can predict the likelihood of a student's 
enrollment. While the Nurnberg, Schapiro, and Zimmerman (2012) survey confirmed that 
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a student’s opinion about a school and the school’s characteristics can be strong 
predictors of their eventual enrollment or non-enrollment, they also discovered that a 
student’s interaction with a school during the selection and decision process was not a 
reliable predictor of enrollment. Thus, Perry and Rumpf’s (1984) research findings are 
still providing guidance today for colleges seeking to improve the enrollment 
management process.   
In an effort to assist collegiate admissions teams with predictive enrollment tools, 
much of the research is, or has been, on targeting ideal prospective students for higher 
education institutions. In their article, Thomas, Reznik, and Dawes (1999) refer to high 
academic achievers who meet and exceed all of the admissions requirements and who fit 
certain parameters in terms of parental income, place of residence, and intended 
professional and academic careers as “hot prospects” (p. 6). However, they argue, 
conversely and perhaps surprisingly, that these hot prospects are not actually the 
prospective students who are most likely to impact and increase a college’s enrollment 
numbers. In fact, they contend, it is rather the opposite. Further, their research reveals 
that students they deem fence sitters are actually the prospective students who are most 
likely to enroll.  
Because high academic achievers are often recruited by colleges, as they meet or 
exceed most admissions criteria, they have more colleges to choose from and are less 
likely to enroll at one particular institution than a prospective student that has fewer 
academic accomplishments and meets fewer college admissions requirements. In 
addition, according to Thomas et al. (1999), students who have fewer choices in their 
school selection, but who still meet admissions requirements, are more likely to be 
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persuaded to apply, gain admission, and ultimately enroll, especially if they have been 
overlooked by other schools. Overall, this study reveals the importance for admissions 
advisers to broaden and diversify the applicant pool and to focus not only on the ideal 
prospective student who perhaps fits a particular category and appeals to a large number 
of schools, but to also be aware of and mindful of the significant number of students who 
have fewer choices and who, while still meeting admissions requirements, fall outside of 
ideal candidate parameters.     
In a constant effort by higher education institutions to develop and implement 
effective recruitment plans that are specifically geared toward their target audiences and 
to maximize their return on investment, colleges often attempt to identify common 
similarities between their current student base and prospective students. Two specific 
student characteristics that can be used are geographical and demographical 
characteristics. By looking for patterns that fit geographical and demographical traits, 
colleges can develop more targeted and more valuable recruitment campaigns, which can 
ultimately result in higher enrollment figures.  
Goenner and Pauls (2006) conducted a study that focused specifically on both the 
geographical and demographical characteristics of prospective students who only 
inquired about a particular school. They combined the two sets of characteristics and 
named it geodemographic. A few of the demographic characteristics that they focused on 
are: the area’s median income, education level, family size, and common occupation. 
Some of the geographical characteristics that they focused on are the location of the 
student making the inquiry and the distance between the inquiring student’s zip code to 
the school and to surrounding competitor schools. After evaluating and studying the data, 
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Goenner and Pauls (2006) posit that students with certain geodemographic characteristics 
are more likely to apply and eventually enroll than other students who do not fit those 
categories. Their study demonstrates a common element between students with similar 
geodemographic traits, and they suggest that schools should consider geodemographics 
when establishing and developing their recruitment strategies and plans. Finally, although 
Goenner and Pauls’s (2006) study was better able to predict the students who did not 
enroll in a specific school, their study highlights the value of the connections between 
geographical and demographical similarities among their prospective applicants.  
Gap in the Literature 
 The college recruitment process involves a great deal more than simply answering 
prospective students’ questions and responding to inquiries. The management of a 
school’s enrollment data and support team is key to its future planning and growth. As 
the number of enrolled students within the United States increases annually, colleges that 
are focused on increasing student enrollment figures must be aware of the current trends 
and demands of prospective students in order to implement and maximize overall 
recruitment efforts. Although prior research has established a consistent relationship 
between effective marketing by college recruiters and a rise in student enrollment, these 
studies have primarily focused solely on enrolled students and failed to address students 
who have applied, were admitted, but chose to never enroll. For example, the limitations 
and recommendations by the Vander Schee (2008) study reveal the need for feedback 
from non-enrolled students; the Vander Schee (2008) study focused on the relationship 
between a school’s enrollment practices, such as marketing initiatives, and its influence 
only on the admitted and enrolled students. Valuable information and insight for college 
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recruitment practices and enrollment management teams can be gained by further 
analyzing and researching those students who apply to and are accepted into a school yet 
fail to enroll for classes.  
Chapter Summary  
The number of students enrolling in 4-year accredited colleges within the United 
States has grown substantially over the past decade; however, although student 
enrollment has increased tremendously during this period of time, prospective students 
who apply to and are admitted to a particular college are more than 50% likely to never 
enroll at that university (College Board, 2014). To gain a further understanding of this 
statistic, the researcher conducted a qualitative study that aimed to focus on the personal 
experiences of these particular applicants who are admitted but not enrolled. The 
researcher reviewed a large amount of existing literature that also addresses this 
particular prospective student enrollment issue and reviewed closely the various 
established models and theories relevant to this topic. However, each source and each 
school is unique and therefore should be viewed in such a way. In order to build upon 
prior research relating to the failure of some admitted students to ultimately enroll, the 
researcher’s goal was to uncover valuable insight from these students about their 
experiences and explore what actions or processes colleges can implement to secure more 
admitted students and to increase the chances that an admitted student will choose to 
enroll.   
Research Question 
Based on this gap in literature and to find out more about the experiences of those 
students who apply to and are accepted into a school yet fail to enroll, this paper 
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examined the following research question: How do students who were accepted into an 
academic program but chose to not enroll describe their experience with the admissions 
process? 
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Chapter 3: Methodology 
The main purpose of this study was to explore why a new student who is fully 
admitted to an academic program never proceeds to registration during their first 
semester, how these admitted students describe their experience with the admission 
process, and how these instances might help college administrators improve conversion 
rates of admitted students. The goal of this study was to determine or identify whether or 
not opportunities are available for colleges to improve conversion rates of prospective 
students who have been admitted to enroll. Research indicates that positive relationship-
building efforts by college admissions teams with prospective students can often result in 
increased satisfaction and appreciation levels by prospective students. Moreover, when 
such positive interactions occur with prospective students who are considered to be 
highly engaged, the level of overall satisfaction is greater (Trocchia, Finney & Finney, 
2013). Thus, schools that improve the enrollment management process are more likely to 
increase the number of satisfied prospective students.  
Qualitative Research Approach  
 A qualitative research approach was applied to this study, and it helped ensure 
that the researcher acquired a clear and concise understanding of the participants’ 
personal experiences with the university’s admission process and the reasoning behind 
their decision to not enroll for coursework. Qualitative research assists researchers in 
gaining an in-depth understanding of the social setting or activity that the researcher’s 
participants experience (Bloomberg & Volpe, 2008). The qualitative research approach 
allowed the researcher to identify the various characteristics of the participants and events 
without measurements or numbers. Conversely, quantitative research emphasizes 
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measurements and amounts such as larger or smaller, common or less common, and 
likely or less likely (Thomas, 2003). A qualitative research approach did not limit the 
research to defined variables; however, it did allow in-depth discussions with the 
participants, which in turn may lead to new ideas. Additionally, participants were not 
limited to select and defined responses, rather they each had the opportunity to elaborate 
on their ideas and classify, characterize, and define them individually. Any of the 
questions that were misunderstood by the participant were further explained on an as-
needed basis; this improved the clarity and precision of the questions that were being 
asked. Additionally, the researcher conducted a field test with experts from the area of 
higher education, particularly with professionals who have experiences related to 
admissions and registration. This helped validate the interview questions prior to the 
implementation of the study.   
The researcher applied the case study design following the Yin (2009) model to 
closely analyze the participants who specifically have applied to schools, been admitted 
to those schools, and yet failed to enroll. The key components of Yin's research case 
study design include the study’s question, its proposition, its units of analysis, the logic 
linking the data to the proposition, and the criteria for interpreting the findings, each of 
which the researcher intended on achieving (Yin, 2009). The Yin (2009) case study 
model approach was best utilized for this particular qualitative study because it best suits 
the researcher's goal of gaining an in-depth understanding of the participants’ experiences 
in the college enrollment process. Applying the case study approach also allowed the 
researcher to remain flexible to adjust the study’s approach if any unanticipated or 
unexpected findings were revealed during the research phase. For example, if a 
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participant highlighted an important aspect of the college enrollment process that was 
instrumental in their decision to not enroll, the researcher could then implement that 
information moving forward for the remainder of the participants (Lapan, Quartaroli, & 
Riemer, 2011). Overall, the qualitative research approach, specifically utilizing the case 
study model outlined by Yin (2009), allowed the researcher the opportunity to analyze 
the participants’ personal expressions and language while they answered the study 
questions, to potentially identify any additional meanings or intents. 
The researcher also applied purposeful sampling to the study. Purposeful 
sampling is the deliberate selection of participants for a certain study because of their 
unique relationship to a research problem (Roller & Lavrakas 2015). Purposeful sampling 
is useful and appropriate for this study because it allowed the researcher to home in on 
those participants who have been deemed as ideal for this particular study, as they have 
firsthand experience of the school’s enrollment process. The participants were individuals 
who have applied to the school, been admitted, but who have been identified as students 
who failed to enroll. Moreover, they were willing, able, and committed to participating in 
the study and sharing their thoughts and reasoning for not moving forward with the 
enrollment process. 
Participants 
The participants in this study consisted of prospective students who have applied 
to a regionally accredited, private not-for-profit university’s satellite campus located in 
central Florida and have been identified among those who have failed to enroll. The 
participants consisted only of applicants who have been admitted to the school but who 
failed to register within an extended period of time. Eligibility requirements for this study 
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included the following: (a) the participants must live within 60 miles of the Orlando 
regional campus; (b) the participants must have applied to the university’s education 
school’s undergraduate or graduate program; (c) the participants were identified to be 
among those who have failed to enroll; and (d) the participants must be willing and able 
to communicate and contribute to the research being performed. There were no 
limitations in regards to a participant’s demographic characteristics, including age, 
gender, or ethnicity.  
Approximately 100 prospective students who have applied and been admitted to 
an undergraduate or graduate education degree program were invited to participate in the 
study by an email sent by the researcher. The years that the prospective students applied, 
been admitted, but failed to enroll at the university were between April 2009 and April 
2015. Of the approximately 100 invited participants, the researcher’s goal was to have 
between 5 and 10 participants respond; however, a total of 6 met the criteria and were 
selected to be participants and interviewed. All participants were required to sign and 
date an informed consent form outlining the study’s purpose and objectives.  
Data Collection Tool and Procedures 
Permission to conduct this study was requested by the researcher to the regionally 
accredited university officials before any contact with the participants regarding the study 
was initiated. Once the appropriate officials approved the research, the researcher moved 
forward by sending an email invitation to each of the identified and qualified prospective 
study participants. The invitation that was sent to participants included an informed 
consent form, which was required to be completed by those individuals who agreed to 
participate in the study. Once a group of participants was determined, the researcher 
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arranged possible meeting dates and times for the interviews to be conducted. Once a 
meeting date was confirmed, the researcher sent a reminder email 3 days before the 
scheduled interview. 
The target length for each interview was between 60 and 90 minutes. The 
Appendix outlines the interview protocol and questions. The interview protocol was 
developed to ensure that the questions were open-ended and easily comprehensible by the 
study’s participants. When each interview started, the researcher informed the 
participants that their answers would be recorded through the researcher’s copious 
transcriptions, and once agreed upon, the researcher then began the interview. The 
researcher probed for more clarity only when the participant's response was not clear or 
well understood by the researcher. After following a constructed interview protocol, at 
the conclusion of each interview the researcher thanked the participants for their 
involvement in the study. The researcher informed them that they would receive a follow-
up email requesting them to review the interview transcript and confirm their statements 
and experiences or make any additional comments or adjustments. This process is known 
as member checking and is a part of triangulation (Creswell, 2008). Any requested 
changes were then updated and used in the final data analysis.  
Data Analysis  
The primary strategy that guided the researcher’s data analysis process was 
outlined by Yin (2012) and identified as “relying on theoretical proposition.” This data 
analysis strategy puts the focus of finding the answer to the study’s primary objective of 
uncovering the truths behind its research questions. The data gathered are prioritized 
relative to their importance on the topic being examined and either confirming, revealing, 
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or identifying existing and new truths about the research (Yin, 2012).  
Analyzing the data and deciphering what was meaningful, similar, different, and 
insignificant was essential and among the most vital processes within this research 
project. The researcher relied on a combination of the Miles and Huberman’s (1994) 
approach and the more recent data analysis design by Yin (2014). The researcher began 
the data analysis process by applying Yin’s (2009) analytical generalization approach. 
Yin’s analytical generalization approach was selected for this study because it can best be 
applied to a single case study, such as the one that was performed, and attempted to 
achieve the researcher’s two main objectives. The first main objective was to highlight 
how the study’s results form a predictable chain of common occurrences by admitted 
applicants who have failed to enroll. The second objective involved the application of the 
study’s findings and implications to help improve the enrollment process for future 
applicants. After the gathered data were analytically generalized following Yin’s (2009) 
approach, the researcher then began to categorically organize the data through the use of 
significant statement tables and flowcharts. The significant statement table consisted of 
key words that participants used during their interview to describe their answers to the 
questions they were asked. Tables can be effectively used for qualitative studies because 
unlike quantitative studies, it is often considered non-numeric and presented in a 
narrative form (Yin, 2014). The flowcharts, on the other hand, outline the steps and 
processes that should help better configure the data and assign meanings relative to the 
study being conducted. Among the most important steps during the data analysis process 
was identifying any set of common or frequent responses by all of the participants and 
assigning them specific codes for further examination. Once this process was achieved, a 
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temporal scheme was assigned to these similar events to be further reflected upon. Each 
of these steps was essential to the Miles and Huberman (1994) data analysis technique.  
The researcher’s technique to analyze the data is also described by Yin (2012) and 
is the pattern matching approach. The focus for this study was to determine the key 
factors behind university-admitted students who chose not to enroll. While it may often 
be generally assumed that the students chose to attend other schools, this study aimed to 
identify other reasons why prospective students who are accepted into one school 
ultimately never enroll; some type of identifiable pattern with this reasoning present; and 
if this reasoning is legitimately behind these rejections. Additionally, were there any 
viable steps that this school can take to work toward improving the likelihood that 
admitted students eventually choose to attend the school and fully enroll? Applying Yin’s 
(2012) pattern matching technique to help the researcher analyze the gathered data was a 
suitable and applicable tool that helped reveal certain truths about the topics reviewed.   
Data presentation. A major component to the success of the researcher’s goal 
was to conduct a sound study that adds value to any college enrollment process and to 
ensure that the findings are clearly recorded and communicated efficiently and effectively 
through this research study. The researcher communicated the findings through several 
different methods. Flow charts were illustrated whenever processes or steps were being 
discussed to clearly outline them for the reader. Yin (2012) identifies flow charts as an 
effective way to manage and organize an array of information. Flow charts, for the 
purpose of presenting the researcher’s findings, were utilized to effectively outline the 
steps in which an admitted applicant begins their involvement in the university’s 
enrollment process and eventually declines to enroll. Second, the specific reason for 
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applying certain identifiable codes and meanings to the researcher's gathered data were 
clearly defined and word tables were displayed to help further illuminate these 
relationships and meanings. Lastly, any and every emerging theme that was spotted by 
the researcher from the participants’ responses were addressed through further evaluation 
and description.   
Ethical Considerations 
The researcher was committed to conducting this research with the highest level 
of ethical standards, and all potential risks were discussed with participants. While 
conducting qualitative research that involves a case study, the researcher fully 
comprehended the importance of always maintaining a high level of ethical standards 
relative to any and all participant interactions. Although the researcher is aware that 
ethical scenarios could arise at any point, each opportunity to maintain a high level of 
ethical consideration was the researcher’s highest priority. Furthermore, if it ever 
occurred that no clear answer was known by the researcher, the researcher was 
committed to seeking guidance from the university’s available resources, such as the 
researcher’s dissertation chair. 
The researcher ensured the study’s ethical standards were met by providing clear 
and precise information to the participants and ensuring they had the opportunity to 
decide whether or not they would like to commit to participating in the study. If a 
participant requested or indicated at any time that they wanted the researcher to discard 
what they have shared, the researcher was committed to honoring any and all such wishes 
and removing the participant and their thoughts from the study.  
The researcher implemented a system that protected the identity of all who 
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participated using pseudonyms to keep participants anonymous. An ethical framework, 
such as the one the researcher abided by, was essential to the success of this study. 
Moreover, the researcher's ethical framework guided the study in a fashion that upheld 
the highest level of ethical standards and considerations to maintain the privacy of the 
participants and ensured that no poor choices led to ethical dilemmas that can instill harm 
or damage to anyone. An ethical framework does not always provide a right and wrong 
answer for a researcher; however, it does pose as a guide for a course of action that can 
be pursued when and if an ethical issue arises within a study (Wiles, 2013).   
The researcher has the utmost respect for each and every single participant in this 
study and took all of the appropriate actions in order to protect and maintain their 
anonymity. Data were securely stored on a password-protected computer and file. The 
researcher informed each of the participants that their participation in this study was 
voluntary, and they had the ability to discontinue with the study at any point they chose. 
All of this research study was transparent and open for participants to withdraw at any 
time if they felt uncomfortable for any reason.     
Trustworthiness 
One of the many fundamental responsibilities of the researcher was to conduct a 
trustworthy study that clearly identified and reflected valid results. The researcher’s 
commitment to such a study included taking several of the following actions: (a) a 
purposeful sampling participant base that was reflective of the target audience; (b) a 
thorough investigation regarding the precise questions each participant would be asked 
during the interview; and (c) the constant and accurate record-keeping through journal 
entries and frequent reviews of past transcripts. Additionally, to help better ensure that 
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the researcher’s interpretation of each participant's responses to the interview questions 
was correct and not taken out of the intended context of the participants, a completed 
transcript was provided to each participant for review and confirmation. They were each 
given the opportunity to make any necessary adjustments. Several of the steps outlined by 
the researcher are described by Creswell (2007) as strategies to help improve the 
validation of narrative studies, such as the following study.   
Another strategy the researcher applied to the process to improve the 
trustworthiness of the data results was allowing a creditable and established second 
researcher to review and interpret the interview results. The second researcher, who holds 
a doctorate in education, is an appropriate candidate because of his prior experience and 
established knowledge of qualitative research. Both researchers compared their personal 
interpretations of the findings and identified any present similarities and differences.  
Potential Research Bias 
The researcher’s motivation throughout each step of this study was to remain 
cognizant of any and all potential biases that were considered both foreseeable and 
unforeseeable. It was the researcher’s goal for each participant to share the same 
motivation relative to the integrity of the research being conducted, to provide a true 
account of their experience, and to ensure accurate feedback and data. The quality and 
caliber of the data gathered and reported within a qualitative study is directly reliant upon 
the researcher’s ability to remove every sense of personal bias that in essence jeopardizes 
the study’s trustworthiness (Roller & Lavrakas 2015). In the researcher’s effort to 
identify any possible foreseeable biases that may be considered relative to this study due 
to their nature, the following possible biases have been identified: (a) the researcher is 
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currently employed at the university in which the study was conducted and has been for 
the past 6 years; (b) the researcher has completed a master’s degree at the university in 
which the study is being conducted and is currently pursuing a doctorate of education 
degree at the same school; and (c) one of the researcher's primary job responsibilities 
includes recruiting prospective students for the university. Currently, the researcher is 
involved with student recruitment and managing the enrollment process for new students 
at the university’s off-campus location. In addition, the approximately 100 individuals 
invited to participate in this study were among prospective students who the researcher 
had previously assisted with the university’s admission process. Finally, the researcher 
was aware that unidentifiable biases can arise at any point during the study and was 
equipped to appropriately address them and remove them from the research findings.   
Chapter Summary 
The purpose of this study was to uncover the reason or reasons why prospective 
students who have been admitted to a college eventually decline to enroll at that school. 
Overall, the study attempted to highlight any frequent or consistent reasons an admitted 
student fails to enroll and present these findings to the university to help improve its 
admitted student enrollment conversion rate. To best understand each participant’s 
personal decision to ultimately not enroll, the researcher applied a qualitative research 
model. The qualitative research model assisted the researcher not only gain the feedback 
from each participant relative to the questions being asked, but also allowed him to probe 
for greater meaning by encouraging each of the participants to elaborate on their ideas.  
The case study design helped the researcher focus solely on those participants 
who were directly qualified for this study. The researcher’s goal was to learn specifically 
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about each of the individual’s personal experiences with the university’s admissions 
system and any contact they may have had with schools representatives. Purposeful 
sampling was applied in order to deliberately select the individuals that best represent the 
population that was being sought for this particular study. The researcher was committed 
to performing a study that exceeded all of the ethical standards outlined by the university 
and the entire academic community that values the privacy and respect for not only the 
participants but anyone this study involves. Moreover, it was fundamentally essential that 
the results from this study were reliable, trustworthy, and valid. Any and every possible 
research bias was evaluated and reviewed so that they did not jeopardize the study’s 
trustworthiness.  
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Chapter 4: Findings 
A qualitative study approach guided by Yin’s (2014) case study model was 
utilized to explore an admitted and unenrolled student’s experience within a university’s 
admission process and the potential reasons as to why they failed to enroll. The 
purposeful sampling technique helped qualify the participants to be invited for an 
interview, and a total of six interviews was conducted. The researcher’s copious notes 
from each of these interviews were analytically generalized, and theoretical propositions 
were made based on the presence of any emerging themes, sets of frequent responses, and 
common occurrences. The researcher created flow charts and a word table to graphically 
display the significant participant responses and the correlation between certain themes 
and each of the participants.  
The researcher designed the study’s interview protocol based upon the guidance 
from Turner’s (2010) standardized open-ended interview techniques. Turner’s (2010) 
standardized open-ended interview design was modeled for this study because it met 
many of the key outcomes that were sought by the researcher that included the following:  
(a) open ended questions; (b) the opportunity for the participant to fully express their 
responses; and (c) the opportunity for the researcher to probe for further information.  
Each participant was asked to respond to a total of 15 questions and encouraged to 
elaborate whenever appropriate to assist the interviewer in fully comprehending each of 
their personal experiences within the college enrollment process. The 15 questions that 
each participant was asked during the interview process were carefully designed to help 
the researcher truly identify the purpose for each participant’s failure to enroll after being 
admitted. The researcher’s 15 questions were primarily exploratory, structured, and 
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carefully created to uncover how each of the participants personally described what 
influenced them to make their decisions and why. The researcher’s strategy for asking 
questions that primarily focused on the why and how participants acted is because this 
case study was designed at exploring possible opportunities for a university to control the 
future behavior of events that influence a student’s enrollment. Yin (2003) states that 
exploratory interview questions that include how and why questions are the most suitable 
for case study analysis.   
After each of the interviews, the researcher confirmed each of the participant’s 
responses to ensure they were accurately transcribed through the process of member 
checking (Creswell, 2008). Once the final interview was completed, the researcher then 
began the coding process by identifying commonly used words, expressions, references, 
and experiences by the participants. The researcher was able to identify six major 
participant experiences and topics that were among the most commonly used by each of 
the participants; they included the following: Financial aid, Cost, Personalized 
Experience, Level of Ease or Difficulty Relative to the Enrollment Process, Expressed 
Need for more Information, and Communication. After the researcher identified each of 
the six most commonly mentioned participant experience and topic within the enrollment 
process, three major emerging themes became apparent. The three major emerging 
themes consisted of the following: Personalized Experience, Communication, and 
Financial Aid. The results of this study, such as the identification of multiple consistent 
emerging themes as to why an admitted student has chosen to not enroll, can add value 
for any university especially one that seeks to improve its enrollment management 
processes, the overall experience of its admitted prospective students within its admission 
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system, and its admitted and enrolled conversion rate.  
The Researcher 
For more than 6 years, the researcher has been employed in the field of higher 
education and specifically engaged in a private, regionally accredited university’s 
marketing, recruitment, and enrollment activities. Either the researcher or someone 
within the researcher’s direct department has previously attempted to communicate with 
or has at some point been in contact with all of the invited participants. Yin (2012) 
highlights several different reasons why a researcher may be motivated to pursue a case 
study and how it can ultimately influence the data results and coding process. The 
researcher identified strongest with Yin’s (2014) discovery motive, in which the 
researcher often begins with what they believe they have discovered. The researcher 
believes he identifies strongest with Yin’s (2014) discovery motive for three primary 
reasons: (a) the researcher is directly engaged in the activities that the study results can 
positively influence and is very familiar with the current enrollment process; (b) the 
results can possibly help identify opportunities for improvement within  the researcher’s 
university; and (c) the results can ultimately help improve the experience of an admitted 
unenrolled student by improving the university’s process by better addressing students’ 
needs. 
A brief overview of the essential steps the researcher took to successfully conduct 
this study included the following: (a) review and identify a list of qualified participants 
using a purposeful sampling strategy (Creswell, 2007); (b) invite all qualified participants 
and generate participant interest in research; (c) establish communication with a 
minimum of five qualified participants, have each of them sign, date, and submit their 
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completed informed consent form; (d) organize, conduct, and record each qualified 
participant interview through scrupulous transcripts (McNamara, 2009); (e) analyze the 
collected data from each interview; and (f) effectively present the information (Creswell, 
2007). Although the researcher has never officially conducted or executed a similar 
qualitative study prior to this particular study, the researcher has had extensive 
experience working directly with the identified participant population within his current 
job requirements. Moreover, the researcher’s strong familiarity with the university’s 
enrollment process has also had a significantly positive influence on the execution of the 
study.    
Participants 
The researcher applied purposeful sampling in order to meet the study’s objective 
of revealing the potential reasons as to why the specific population of a university’s 
admitted students fail to enroll (Creswell, 2007). The purposeful sample of qualifying 
participants for this study included all of the admitted unregistered prospective students 
that applied between April 2009 and April 2015 to various academic degrees and levels 
of degree within the field of education.  
An email invitation was sent to each targeted participant, and it included the 
following: (a) a detailed description of the study being proposed; (b) a request for their 
participation in the study; (c) an attached informed consent form; (d) an gift card in the 
amount of $25.00 provided to those who elect to participate; and (e) the request for their 
email reply with a completed informed consent form if they elected to participate in the 
study. A total of three participants from the initial email responded, and an interview was 
scheduled with each of them. One week from the date of the original email invitation, the 
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researcher contacted the unresponsive qualified participants through the use of phone 
calls. After the second week, the researcher re-sent the initial email and followed up with 
a phone call. Within 2 days, the researcher scheduled and completed the final three 
interviews. A total of six interviews were conducted for this study. Four demographic 
characteristics found in each of the six participants interviewed for this study included the 
following: (a) all of the participants were female; (b) each of them was an applicant for a 
post undergraduate degree; (c) all were currently employed in the field of education; and 
(d) each one of them was in the pursuit of a degree in the field of education.   
Description of the sample. The final sample size included six participants that 
agreed to be interviewed for this study. In the effort to help ensure that the data did not 
become saturated, as described by Creswell (2007) as the point in which no new 
information is revealed, the researcher did not conduct any further interviews once the 
sixth participant was interviewed. Three additional qualified participants that were not 
selected to be interviewed but did indicate an interest in becoming one of the study’s 
participants were not included due to their lack of availability. For example, all three of 
these qualified but unselected participants responded and expressed an interest in joining 
the study; however, neither of them signed, dated, and submitted an informed consent 
form.   
At the time the data were approved and gathered, all six participants were 
considered qualified prospective students because they (a) applied to an academic degree 
in the field of education; (b) were admitted to the program they applied to; and (c) were 
identified as a student who failed to enroll at the university in which the study was being 
conducted. Four of the interviewed participants never enrolled at the university; however, 
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one of the participants, Participant 6, enrolled and immediately dropped her course due to 
a personal matter; therefore, she was identified as an unenrolled student during the 
process of qualifying the participant data. Another participant, Participant 2, enrolled 
after the researcher finalized the qualified and targeted list of student applicants to be 
contacted for the study. 
All six of the participants were female, currently employed in the field of 
education, and seeking an academic program that offered courses both online and in the 
classroom. Four of the participants applied for a master’s degree in the field of education, 
two applied for a doctorate degree in the field of education, and no participants were in 
pursuit of an undergraduate degree. After applying for the degree and never enrolling, 
three of the participants never pursued the degree they applied for at any other university. 
Meanwhile, two of the participants completed their degrees at other universities, and one 
eventually decided to enroll at the study university after several months of failing to 
enroll.  
Interview Procedure 
 The researcher personally reviewed with the participants the informed consent 
form before each interview and the overall flow of the interview. Each of the six 
participant interviews were completed within a 4-week time frame from the first 
performed interview, and the range of time for each single interview was between 20 and 
30 minutes. The interview questions were designed to help better understand the possible 
reasons why an admitted student fails to enroll, and the disparity between the numbers of 
admitted students to a college versus the number of students that actually enroll. 
Additionally, each of the interview questions were open ended and crafted to help the 
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interviewer truly understand the participants’ interview question responses.  
The interviewer asked each of the questions outlined in the interview protocol and 
allowed participants as much time as they preferred to answer each question. One of the 
major objectives the researcher had during each interview was to gain a clear and concise 
understanding of the participant’s responses to every question in order to solidify the 
credibility of this research. Each interview was recorded with scrupulous detailed 
transcriptions so that the researcher could more accurately recollect each of the 
participant’s responses rather than rely on the researcher’s own memory (McNamara, 
2009).  
At the conclusion of each interview, the researcher thanked each participant for 
their time and either reviewed their responses with them orally, or emailed them a copy 
of their responses to verify they were accurately recorded. This process is known as 
member checking, and it helped ensure that the researcher accurately recorded their 
responses (Creswell, 2008). Moreover, this process also allowed each of the participants 
the opportunity to add any additional information that they may have not provided 
initially.  
Content Analysis 
The researcher’s recorded transcripts for each of the interviews were thoroughly 
evaluated for any themes or patterns among their responses. To help identify the presence 
of any consistent themes or patterns among the participants’ responses, the researcher 
organized and coded them based upon the participants’ intended meaning. Themes and 
patterns were central to the coding analysis, and guidance was provided during this 
process by the researcher’s dissertation chair. 
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Coding. The researcher carefully analyzed the recorded interview transcriptions 
of each of the participant’s responses and identified any consistently used words, 
experiences, expressions, thoughts, and details among each of the interviews. The coding 
process was essential for the study because it allowed the researcher to organize and 
pinpoint several emerging themes.     
 After carefully reviewing the transcripts from each of the six interviews, the most 
commonly used experiences and topics used by participants were recorded and ranked by 
the number of participant’s usage. For example, if Topic A was raised by six of the 
participants, then Topic A was identified as important. Any topic that was raised by fewer 
than four participants was not considered as an important and or a possible emerging 
theme. A total of six major participant experiences or topics were identified numerically 
as possible themes because four or more participants personally discussed them during 
their interview. The six major participant experiences and topics discussed by each of the 
participants and further analyzed as emerging themes included the following: financial 
aid, cost, personalized experience, level of ease or difficulty relative to the enrollment, 
expressed need for more information, and communication. Six of the six participants 
discussed the topic of personalized experience, six of the six participants discussed the 
level of ease or difficulty with the enrollment process, six of the six participants 
discussed the communication with the university, five of the six participants discussed 
financial aid, five of the six participants discussed cost, and five of the six participants 
discussed a need for more information. Figure 1 outlines the flow of the major participant 
experiences and topics.  
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Figure 1. Major participant experiences and topics. 
 The six identified major participant experiences and topics were then evaluated to 
determine if any of them were interconnected positively, negatively, or neutrally with 
each other in any way. For example, if a topic was discussed by six of the six 
participants, it was closely reviewed to determine if it overlapped with any other 
identified topic. Any overlapping topics between each of the identified participant 
experiences and or topics that had greater than four participant responses was identified 
as an emerging theme. For example, cost was only linked to financial aid by two of the 
participants, and therefore eliminated as an emerging theme. 
The personalized experience theme directly overlapped with five of the six 
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participants relative to each of the other topics and became an emerging theme. Ease or 
difficulty with the enrollment process was linked to only the financial aid process, and 
therefore it was re-organized under the emerging theme of financial aid. Communication 
was interconnected by all of the six participants for each of the identified topics and was 
identified as an emerging theme. Financial aid was associated with all of the major 
participant experiences and topics and became an emerging theme. Cost with the 
enrollment process was directly connected to only the financial aid process and 
communication, and therefore it was re-organized under both of these emerging themes. 
Need for more information had the highest correlation with financial aid and therefore 
fell under it as an emerging them. Figure 2 outlines these findings.  
 
Figure 2. The three emerging themes created from six major participant experiences and topics. 
 
Emerging Themes 
 The researcher did not exercise the use of any computerized software to assist in 
the development of the emerging themes; rather he carefully coded the combined 
transcripts from each of the six interviews. According to Yin (2012), the researcher is 
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tasked, in either approach, with determining how to define and interpret the results from a 
case study. The three emerging themes generated from the coding and contextual analysis 
included the following major enrollment experiences and topics: personalized experience, 
communication, and financial aid. For each emerging theme identified, a concept map 
was created. How each emerging theme was described by participants was a combination 
of all of the feedback gathered, organized, and categorized under any one centralized 
theme.  
Personalized experience. The personalized experience theme became apparent as 
all of the participants indicated they did not want general information, rather they wanted 
specific information that applied to only them. For example, the first participant stated “If 
I was given a more personalized guidance... I might have enrolled.” All of the 
participants expressed orally a need or want for a personalized relationship within their 
enrollment process. This particular emerging theme in which participants expressed a 
need for more of a personalized experience within their enrollment process can be best 
aligned with Filson and Whittington’s (2013) study. Filsons and Whittington’s study 
found a strong relationship between a student’s level of satisfaction with the level of 
strength in their personal relationship and the number of interactions with their academic 
advisors. Similar to the findings within this study, the lack of such interactions and 
weaker relationships with university personnel can lead to lower student satisfaction 
levels.    
How a personalized experience was considered an emerging theme for each of the 
participants is outlined below. The first participant expressed a desire for more assistance 
on specific scholarships and grants for which she personally qualified. After realizing that 
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the cost was greater than originally expected, she felt that it would have been very helpful 
if a school representative provided her with a personal road map on how to pay for 
tuition. The second participant, who eventually did in fact enroll, was initially a bit 
confused about two enrollment factors—how the financial aid process worked and how to 
navigate the courses in which to enroll. She expressed that she would have liked more of 
a personal guidance from a university representative from the beginning in both of these 
areas. The third participant felt she was making all of the effort to figure out the financial 
aid process and that someone from the university should have assisted her better with the 
entire process. Moreover, Participant 3 indicated that because of the university’s lack of 
personal information and guidance, she never enrolled at the university or any other 
university. The fourth participant never knew she was admitted and enrolled at another 
university. She stated that prior to her enrolling at that particular school, she had several 
live in-person meetings, phone discussions, and an exchange of emails with its university 
representatives. The fourth participant’s decision to enroll at a different university was 
primarily due to how her personal interactions with its university’s representative made 
the enrollment “process so simple.” The fifth participant, who also enrolled at another 
university, stated that she did not feel as if the university provided her with enough 
personal “support.” An example she provided in which this occurred was that she felt 
“she couldn’t align her schedule” with a university representative. The sixth participant 
enrolled, but immediately unenrolled due to a personal family matter. This process 
created a debt that the student still owes the university, and she has had very little success 
in resolving this particular issue. Moreover, she still currently wants to complete her 
degree, but is not able to until her personal financial aid “ongoing issue” can get resolved 
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between her and the university.     
Communication. Communication is essential during the enrollment process. Any 
indication that at some point a failure in communication arose between a participant and 
the university, it was considered under the emerging theme of communication. Pugh and 
Johnson (2011) state that it is essential for universities to create communication that is 
not only received but also understood by students. Moreover, a university’s 
communication with a student, relative to their financial aid package, may not always 
meet their personal expectations; however, they should always understand the reasons for 
the outcome and possible alternatives they have. How communication was considered an 
emerging theme for each of the participants is outlined below. The first participant was 
an alumnus, applied to the university, was admitted, but failed to enroll. A 
communication breakdown occurred between the university and the first participant 
regarding the cost of tuition as she stated that once she was admitted and “realized how 
expensive” the university’s tuition costs were, she decided not to move forward with her 
enrollment. Additionally, the first participant also expressed that she felt the university 
did not successfully communicate to her “more information about scholarships to help 
her pay for the degree.” The second participant applied, was admitted, but failed to enroll 
for a period of time in which she said was partially because she “was a bit confused about 
how to figure out how the financial aid process works and how to actually enroll.” Once 
this information was successfully communicated to her, the second participant completed 
her enrollment process. A communication failure existed and was partially to blame for 
the second participant delaying her enrollment. Among all of the participant experiences, 
the third participant expressed the greatest difficulty establishing communication with the 
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university. Several of the communication failures between the third participant and the 
university that the participant highlighted during the interview included: (a) “the financial 
aid side was confusing and difficult to set up an appointment”; (b) “I made a lot of effort, 
but didn’t feel the university made the same”; (c) it was a “headache trying to figure out 
the financial aid process”; and (d) the “staff wasn’t able to handle my questions.” The 
fourth participant never realized she was admitted to the university. The communication 
breakdown occurred between the fourth participant and the university because she was 
unaware of her admission status. A communication breakdown occurred with the fifth 
participant on several occasions during her enrollment process. First, the fifth participant 
stated that she had “many outstanding questions,” which indicated that the university did 
not successfully address them. Second, she made the statement that “financial aid wasn’t 
clearly explained” to her. And last, because the process of communicating with the 
university “took too long,” she decided to apply and enroll at a different university. The 
sixth participant applied, and was admitted, did enroll, but then quickly dropped her class 
due to a personal matter. She currently would still like to complete her degree at the 
university; however, because she was billed for the class, has an outstanding balance, and 
firmly disputes the charges, no resolution has yet been made by the university. A 
communication failure between the university and Participant 6 is still ongoing as her 
billing issue is still unresolved, and she remains unsatisfied with the university’s response 
to her billing issue. 
The second emerging theme, communication, also aligns with Perry and Rumpf’s 
(1984) study that linked the likelihood of a prospective student enrolling with their 
experience within the admission process, such as their interactions with university 
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representatives, and their perception of the university. Several of the participants who 
expressed their displeasure with the university’s communication, specifically about key 
information, such as the cost of tuition and the financial aid process, either never enrolled 
or did so only after it was made more clear to them. The researcher believes an 
opportunity exists for universities to help improve their student conversion rates of 
admitted students by consistently, immediately, and successfully by addressing the 
presence of any communication failures and resolving them. Three possible steps a 
university may take in order to achieve this can be: (a) establish successful 
communication with each student during their admission process; (b) remain in constant 
contact with each admitted student by increasing the number of interactions with each of 
them; and (c) learn about and attempt to resolve any student problems as early in the 
admission process as possible. The results from this particular study indicate that a 
university’s failure to communicate successfully with its admitted students can lead to 
their failure to enroll.    
Financial aid. Five of the six participants expressed issues with some aspect of 
the university’s financial aid process. More specifically, two of the participants attributed 
their failure to enroll due to a financial aid “roadblock” they experienced or the “lack of 
financial aid information.” Kalsbeek and Hossler (2008) state that the management of a 
university’s financial aid services is among the most important aspects of a university’s 
entire enrollment management functions. When Participant 1 was asked to describe what 
led her to never enroll at the university, she stated that the “financial part was the main 
reason.” Although the first participant also found the university’s tuition cost to be “too 
expensive,” she also stated that “financial aid could have helped me create a better 
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roadmap to pay for the degree” and “I would have liked to have gotten assigned to a 
financial aid person to help me with this.” The second participant stated during her 
interview that she “was a bit confused about how to figure out the financial aid process.” 
The third participant referenced several issues addressing the topic of financial aid with 
the university that included a few of the following statements: (a) the “financial aid side 
was confusing”; (b) “financial aid was a roadblock”; (c) it was a “headache trying to 
figure out how to pay for classes”; and (d) “I got fed up with trying to figure the financial 
aid process.” The fourth participant had no issue with the financial aid process; however, 
it was never successfully communicated to her that she was admitted to the university. 
The fifth participant stated that she encountered a “halt in her financial aid process and 
many questions never got answered.” Moreover, when the fifth participant was asked 
what were some of her unanswered enrollment questions before or after she submitted 
her application, she stated that “I needed to know more about my financial aid hold.” The 
final participant, Participant 6, did in fact enroll, but quickly dropped her course and was 
billed for the class, which she did not complete. She is still disputing the charges. 
Furthermore, when asked to describe her reason for not enrolling, in her case re-enrolling 
for her first class that she did not complete, she stated that it’s due to the lack of financial 
aid “available funds.” 
Chapter Summary 
 Several consistent issues and topics were revealed by the participants’ responses, 
and their feedback was extremely valuable. All six participants had a need or desire for 
more of a personalized experience, and some level of communication breakdown 
occurred during their enrollment experience. Five of the six participants expressed some 
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type of financial aid influence in their decision to not enroll, but not necessarily the fact 
that it was a negative experience. For example, the first participant did not have a bad 
experience but rather she (a) didn’t realize how much the tuition cost, and (b) preferred 
more of personalized financial aid guidance.  
 Although one participant, the second, did eventually enroll for classes, it was not 
until her questions on how to pay for the courses and what courses to take were answered 
that she did move forward by completing her enrollment. The sixth participant, who also 
enrolled, but quickly dropped her course, is still trying to work through her financial aid 
process and is attempting to resolve this issue to eventually re-enroll.  
 Among the most common participant response regarding the reason why they 
decided to apply to the university was the influence of their friends and family. This 
finding was aligned with Chapman’s Model (1981) and Tucciarone’s (2008) study. Both 
highlighted the important role of a participant’s friends and family members during their 
college selection process. When Participant 3 was asked to describe a personal 
experience that influenced her decision to submit an application to this specific 
university, she exclaimed, “I have a lot of friends in the field of education. My friends 
had a heavy influence on my decision to apply.” When Participant 4 and Participant 5 
were both asked the same question, each of their responses were very similar. Participant 
4’s response was “a couple of co-workers said good things about the school and so I 
applied” and Participant 5’s response was “I heard good things about the school.” Several 
of the other key influencers that were discussed within the literature review and were 
mentioned by participants as contributing factors to their decision to apply to this 
particular university included the university reputation and physical location. The first 
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participant acknowledged the university’s reputation by making the statement, “This 
university is known as a great school and it has a great reputation.” The fifth participant 
made the following statement regarding the university’s physical location: “I did a 
training there and it was local.” Although many of the participants mentioned key 
influencing factors previously linked to a student’s selecting a college to apply to, these 
influencing factors were not enough to move them forward with their enrollment process 
after gaining admission.    
The research question addressed for this study is the following: How do students 
who were accepted into an academic program but chose to not enroll describe their 
experience with the admissions process? Each of the six participant responses was similar 
in some aspect relative to the presence of a breakdown in communication between the 
university and the participant, the presence of some type of unmet personalized 
experience, and the lack of satisfactory financial aid guidance. The table identifies a few 
of the significant participant statements found within the researcher’s transcripts that 
highlight a need for improved communication.  
Table 
Significant Statements by Participants 
Participant  Significant statement 
Participant 1  “I wanted more”  
Participant 2  “I was a bit confused” 
Participant 3  “It was a headache,” “I hit a road block,” and “Confusing” 
Participant 4  “I never really knew” 
Participant 5  “A halt,” “Questions never got answered,” “Dropped the ball” 
Participant 6  “I am still trying to resolve” 
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Chapter 5: Discussion 
Overview 
 This study was aimed at learning more about the personal experiences of an 
admitted and unenrolled student within a university’s enrollment system. The findings 
from this research not only can benefit university and college administration but also 
prospective college applicants. One of the researcher’s original and major preconceived 
ideas about the reasons why an admitted student fails to enroll was that many prospective 
students apply to multiple schools, are admitted to more than one, and ultimately select 
their top choice school in which to enroll. Only two of the six study participants applied 
to additional colleges, which clearly was the minority of the participant population. The 
fact that four of the six participants only applied to one university, the researcher 
believes, validates several prior research studies that directly linked a strong connection 
between a student’s positive perception of a college and the likelihood they enroll in it. 
All of these participants in fact did perceive the university positively and therefore many 
of them only applied to it for admission. Moreover, several of the participants mentioned 
the fact that the university’s course offerings, format, and academic fit were among the 
reasons why they applied to it as well. However, what the study results revealed was not 
so much about their positive perception of the university or if it was a good academic fit, 
but more so the lack of communication with the university during the enrollment process, 
the difficult experience of navigating the financial aid process, and their common need 
for more of a personalized experience with their financial aid needs that led them to not 
enroll.  
 Many of the past studies evaluated within the literature review were more relevant 
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as to why a student submits and considers enrollment at a specific university. A few 
examples of this included (a) Goenner and Pauls’ (2006) study that highlights the 
importance of a university’s geographical location; the fifth participant specifically 
indicated that one of the reasons why she submitted an application to this particular 
university was because “it was local” and she “did a training there”; (b) Trucciarone’s 
(2008) study identified the strong influence a prospective student’s family and friends 
have on their college choice. Aligned with this finding, the third participant stated that 
“My friends were a heavy influence on my decision to apply”; and c) Cook and 
Zallocco’s (1983) study that specifically linked a prospective student’s college choice 
and several of a university’s college characteristics, such as the flexibility of its course 
offerings; the sixth participant stated “I liked the course offerings—like the option of 
taking courses online and at the Orlando campus.” This study found these past studies 
results to be accurate with the majority of its participants, but as one of the study 
participant’s said during her interview, “I hit a road block with the university’s financial 
aid process and therefore pursued my degree at another university.” It was issues such as 
this that many of them encountered, which led them to either delay their enrollment, or 
never enroll at all. One of Vander Schee’s (2008) study recommendations outlined the 
need for more research to be conducted on the feedback from admitted and unenrolled 
students. This study was aimed at exactly that recommendation.      
Interpretation of Findings 
 The results from this study highlight several key influencing factors that can lead 
to an admitted student failing to enroll. The four key factors the researcher observed 
included the following: (a) a need for personalized experience within the enrollment 
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process; (b) the occurrence of a communication breakdown at some point within the 
enrollment process; (c) the important role of financial aid guidance; and (d) the need for 
an efficient and timely enrollment process. 
The need for a personalized experience within the enrollment process. The 
researcher interpreted that a need exists for a more personalized experienced within the 
enrollment process because several participants addressed an experience that included 
one of following: (a) a lack of guidance; (b) a lack of information; (c) a lack of 
assistance; (d) the failure to schedule an appointment; and (e) the failure to establish 
communication with a university representative. Each participant at some point within the 
enrollment process had some personalized unanswered questions. Most of the questions 
were relevant to each of their personalized financial aid needs and concerns and indicated 
that it influenced their experience within the school’s admission process. The researcher 
believes that a university can assist its admitted applicants in receiving a personalized 
experience by: (a) providing personalized enrollment guidance and university 
information; (b) ensuring that a student’s outstanding questions are addressed and 
acknowledged by a university representative within a reasonable amount of time; and (c) 
establishing flexible communication channels that can accommodate a student’s unique 
schedule. A study conducted by Moogan (2011) found that prospective higher education 
students want specific and personalized information. Moreover, university 
communication strategies should approach each potential student as unique and make the 
strong effort to answer all of their concerns as it benefits both parties equally.  
The first participant said she may have considered enrolling if she had been given 
a more personalized guidance in locating eligible scholarships and grants to help her with 
65 
 
the high cost of tuition. Participants 2, 3, 4, and 6 all said that at some point during their 
enrollment process they expressed a level of dissatisfaction with being unable to work 
with a specific financial aid representative to assist them on their personalized needs. The 
participants’ issues were not that they were admitted to multiple schools and had several 
choices of universities from which to choose. It was more about their unmet needs and 
expectations, similar to what Thomas et al.’s (1999) study identified as a major influence 
on a prospective students decision to enroll. 
This study’s results showed that the admitted student’s desire to have more of a 
personalized experience also strongly aligns with the results from Filson and 
Whittington’s (2013) study. In that study the stronger the relationships built through an 
increased number of interactions between students and their academic advisors, the more 
satisfied the students will be. Several of the participants had unanswered questions and 
therefore, one can argue that an increased number of personalized interactions between 
the university representatives and the participant may have improved each of the 
participants’ experience. Potentially, the positive experiences may have increased the 
likelihood of the students eventually enrolling.  
The occurrence of a communication breakdown at some point within the 
enrollment process. All of the participants had a positive view of the university they 
applied to, and it did not significantly change after their experience within the enrollment 
process. However, some level of communication failure between the university and each 
of the participants occurred at some point within the enrollment process. The researcher’s 
interpretation of this finding aligns with Moogan’s (2011) research findings that highlight 
how both a university and its prospective student benefit when successful communication 
66 
 
between the two is achieved. The university benefits by improving its brand image by 
satisfying the needs of its valued prospective student and the prospective student is 
satisfied by receiving all of the answers to their questions. Outlined below, the researcher 
describes the points of failure of communication with each of the participants. The first 
participant failed to realize the cost of tuition until after she was admitted to the school. 
Additionally, she also highlighted that the high cost of tuition did in fact play a role in the 
reasoning behind why she never enrolled; therefore, the effective communication of an 
important aspect of the academic degree, the cost of tuition, never occurred prior to her 
application and admittance into the university.  
The communication failure between the university and the second participant 
occurred when she had unanswered questions; however, they were resolved and she 
eventually registered. The third participant hit a major roadblock in the financial aid 
process and a communication failure occurred when she tried to get answers to her 
financial aid questions and was unsatisfied with the process. A communication failure 
occurred at the point when she felt “she hit a road block” with the financial aid process 
and had remaining unanswered questions. The fourth participant never realized that she 
was admitted to the university and completed her degree at another institution. The clear 
failure in communication occurred between the university and the participant in the fact 
that she was never aware she was admitted. The fifth participant, who also completed her 
degree at another university, credits much of her decision to enroll at that particular 
university to the ease of enrollment there, and the difficulties she had experienced with 
financial aid at the study university. The final participant, the sixth participant, has been 
trying to resolve a financial aid issue with the university for more than 1 year and remains 
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unsuccessful. The fact that her issue is still unresolved and she currently remains 
unsatisfied with the university’s position regarding it demonstrates that a clear 
communication breakdown is present between the two. 
The important role of financial aid guidance during the enrollment process. 
Four of the participants cited some level of financial aid dissatisfaction during their 
experience within the university’s admission process in addition to further describing this 
as one of the primary reasons that they never enrolled. A university’s financial aid 
department can have many responsibilities; however, among the most important is the 
assistance it provides current and prospective students with accurate financial aid 
information. One of the emerging themes that resulted from a recently conducted study 
by Ziskin, Fischer, Torres, Pellicciotti, and Player-Sanders (2014), which focused on the 
perception college students have on how they will pay for their college tuition, was that 
the majority of its participants felt anxious and uncertain about their entire financial aid 
process. Moreover, the students’ negative feelings were primarily due to the lack of 
clarity and information about the university’s financial aid processes. Similar to Ziskin et 
al.’s findings, many of the participants in this study also expressed the need for more 
complete and accurate financial aid information and guidance.   
The second participant, who eventually did in fact enroll at the university, 
attributes doing so to eventually getting the answers to her outstanding questions, several 
on the topic of her financial aid. The fourth participant, one of the two participants who 
enrolled at a different university, never knew she was admitted and therefore did not have 
any difficulty with the financial aid process. The importance for financial aid is a 
combination of the first interpretation that a need exists for a personalized experience, 
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relevant to a student’s financial aid, and the second interpretation of a breakdown of 
communication occurred at some point between the participant and the university’s 
financial aid process that led them to fail to ever enroll.  
The need for an efficient and timely enrollment process. Both of the 
participants that enrolled at different universities, Participants 4 and 5, highlighted the 
point that the enrollment process at those universities went efficiently and in a timely 
manner. Participant 4 described her experience at the university where she enrolled in the 
following way “I heard back from them immediately by email and phone. The process 
was made so simple. Communication helped the transition.” The fifth participant 
described her experience at the university where she eventually enrolled in the following 
way “The process was taking too long. I inquired at another university and was able to 
enroll quickly.” Although the third participant never enrolled at any university to 
complete her academic degree, she also addressed the need for an efficient and timely 
enrollment process by making the following statements (a)“The downside is waiting”; 
and (b) “I felt as if I was always waiting for someone else’s schedule and not my own to 
make an appointment.” 
Five of the six participants all encountered a snag in the enrollment process that 
influenced their experience with the university’s admission process and for several of 
them it led to their failure to enroll. Moreover, one of the participants, Participant 6, is 
still attempting to work out her financial aid issue and has been trying to do so for greater 
than 1 year, leading to further discouragement in the university’s enrollment process and 
the amount of time spent within it. This researcher’s interpretation is very much aligned 
with a recently conducted study by McKinney, Mukherjee, Wade, Shefman, and Breed 
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(2015) that interviewed 12 community college students and found that all of them not 
only indicated that it was difficult to get helpful financial aid information, but a timely 
manner was also a problem. The study results from this particular research indicated that 
an efficient and timely enrollment process that lacks any real unanswered questions or 
experiences could lead to more admitted and enrolled students.  
Implications of Findings 
 The implications of this study lead the researcher to believe that prospective 
students are less likely to enroll because some level of communication failure occurs 
between the university and the prospective admitted student during their admission 
process. Moreover, the more efficient and timely a student’s application and admission 
process, such as receiving answers to all of their outstanding enrollment questions, the 
more likely their experience is improved within a university’s admission system and 
eventually leads to their enrollment. The primary reasons why the six participants within 
this study personally described why they failed to enroll was because they never received 
answers to their outstanding questions, which often concerned their financial aid needs. 
They wanted more of a personalized experience that was timely and efficient. It was each 
of these participant experiences within the university’s admission process that influenced 
their decision to either delay their enrollment, such as the second participant, or fail to 
enroll.    
In the effort to further analyze not only the reason or reasons why each of the 
admitted students decided to not enroll, the researcher also asked each of the participants 
specifically what the university could have done that might have encouraged them to in 
fact enroll. Each of the participant’s responses to this particular question was extremely 
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valuable for this research because it highlights opportunities for a university to improve 
based upon students’ perspective. For example, the fourth participant who enrolled at a 
different university stated that she did so because “the other university made the process 
so simple to enroll” and that she also recommended that the university in which the study 
was being conducted to “similarly, focus on making the enrollment process as simple as 
possible.” This particular participant feedback highlights the importance for those 
working with a university’s enrollment management process, such as the researcher, to be 
cognizant of the level of ease or difficulty a prospective student is experiencing once 
admitted within its enrollment process. Admitted and unenrolled prospective students, 
such as Participant 4, want an enrollment process made “as simple as possible.”  
The following responses are from each of the six participants when asked to 
describe their experience at the various points within the university’s enrollment process: 
the first participant stated, “It was positive, however I wanted more specific and 
personalized information on how to pay for the tuition.” The second participant 
commented, “It went very smooth, but I was very busy, I work full time, I was a bit 
confused about how to figure out the financial aid process works and how to actually 
enroll.” The third participant stated, “The downside was waiting. The financial aid side 
was confusing and difficult to set up an appointment. It was a headache. Financial aid 
was the roadblock for me not enrolling. I literally hit a financial aid roadblock. I made a 
lot of effort but didn’t feel as if the university was making the same.” The fourth 
participant stated, “The process was smooth, but I never really knew I was admitted.” 
The fifth participant commented, “A halt in the financial aid process—many of my 
questions never got answered. The university’s financial aid office dropped the ball in 
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helping me get enrolled.” The sixth participant stated it was a “Flawless enrollment 
process—coming from UCF—I already had a graduate degree so I pretty much knew 
what to do. I learned from my past experience with UCF and it helped me move through 
the process easily. I asked a lot of questions.  However, my financial aid is still on hold 
because I registered, then dropped the course I registered for, and then was billed for it. I 
am still trying to resolve this ongoing issue with the university.” Overall, the 
opportunities for improvement can be found within each participant’s significant 
statement describing their personal experience within the university’s enrollment process. 
Summary 
 Colleges and universities around the world apply various recruitment and 
marketing techniques to attract their academic programs’ target markets and grow their 
student population. However, it is equally important for these institutions to successfully 
manage the enrollment process for students who decide to apply. This study outlines a 
few of the issues that students faced, those who were initially attracted to the university 
and qualified for admission into their selected academic programs. The failure by these 
qualified students to enroll should be equally important to the university’s enrollment 
management team as it is to execute a successful marketing program. According to 
College Board’s 2014 study discussed earlier, if the national conversion rate for admitted 
students enrolling at highly selective colleges is 18%, a real opportunity exists for such 
colleges to improve their enrollment conversion rate.  
In addition to the researcher’s objective to successfully explore the personal 
experiences within a university’s admission system of admitted and unenrolled students, 
it was equally important that the findings from this study were reliable and valid. To 
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achieve this objective, the researcher took several key steps to ensure the information was 
presented accordingly and accurately. Several of the key steps the researcher took to help 
ensure the quality of the data findings and presentation included: (a) Using a purposeful 
sample, (b) member checking of the transcribed interviews, and (c) investigator 
triangulation. To target the specific population, the researcher pre-qualified the potential 
participants based upon the criterion relevant to this study: admitted and unenrolled 
students. After each of the interviews, the researcher either reviewed their transcribed 
responses with each of the participants or sent them electronically to be reviewed. One of 
the final steps the researcher took to help ensure the reliability and validity of the study 
findings was the process of investigator triangulation. Yin (2014) states that investigator 
triangulation is the process of using many different sources to review and analyze the 
same data with the objective of acknowledging the potential of various viewpoints. Two 
of the primary investigators that provided consultation to the researcher included a 
dissertation committee member and the dissertation chair. Both have extensive research 
and case study experience as well as doctorate in education degrees.      
Many of the factors that influence a student to apply to a specific university 
discussed within the literature review were found to be present and valid among the 
participants within this current study. Outlined throughout the literature review, some of 
these factors included a prospective students friends and family (Tucciarone, 2008); 
perception of the university’s characteristics (Cook & Zallocco, 1983); visit to a 
university’s campus (Kealy & Rockel, 1987); and a university’s geographical 
characteristics (Goenner & Pauls, 2007). Each of the participants in the study addressed 
one or more of these factors as the key influencers in their decision to apply; however, all 
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six of them encountered some type of unanswered need. The researcher’s interpretation 
of this study’s results included the following: (a) the need for a personalized experience 
by the participants, (b) the occurrence of a communication breakdown at some point 
within the enrollment process, (c) the importance of the financial aid process, and (d) the 
need for an efficient and timely enrollment process.   
Limitations 
Acknowledging the research limitations for this study is a vital aspect to its 
trustworthiness and validity. Moreover, research limitations will always exist in both 
qualitative and quantitative research regardless of the researcher; therefore, it is important 
to address them (Creswell, 2008). Two limitations that often involve qualitative research 
studies in which participants are interviewed, such as this particular study, include the 
following: (a) any information that is deemed private or is requested not to be included in 
the study by the participant was excluded, and (b) not all participants may have expressed 
their answers in a manner that the researcher interprets correctly.  
Numerous limitations to this study existed and undoubtedly influenced its results. 
The researcher believes that the demographic population of the six participants 
interviewed was among the most important in addition to the fact that the number of 
participants interviewed represented less than 10% of the total qualified study population 
invited. All six of the participants were female, currently employed in the field of 
education, had applied to a master’s or higher degree educational program at a regionally 
accredited, private, nonprofit institution, and resided within a 60-mile radius of the 
campus. Two additional major study limitations were that each of the participants was 
qualified and selected from one university pool of admitted and unenrolled prospective 
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students rather than a handful of universities, and the desired course format—online, in a 
physical classroom, or the combination—varied by participant.   
Although several undergraduate students were qualified and sent an email 
invitation to participate in the study, no one from this population responded. Moreover, 
because all six participants were actively employed in the field of education and pursuing 
a graduate or higher degree, none of the participants were un-employed and more 
definitively employed in a different field other than education.    
Recommendations 
 Six recommendations that might provide further insight relevant to this study 
follow.  
 1. The researcher recommends that future studies explore prospective students 
that apply and are admitted to an undergraduate program. One of the distinct differences 
between the participants interviewed for this study and one that includes a population of 
undergraduate students is the participant’s level of familiarity and experience within a 
university’s admission system. Although some undergraduate students may already have 
experience and familiarity with a university’s admission system, first-time-college 
students would not.  
 2. Explore groups of prospective students who apply and are admitted to a field of 
study other than education. All six of the participants within this study applied and were 
admitted to an academic degree within the field of education.  
 3. Explore groups of prospective students who apply and are admitted to a 
university’s main campus rather than its regional campus. One possible difference 
between a university’s main campus and regional campus is the amount and availability 
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of university resources. For example, the number of available financial aid and academic 
advisors to meet with students in person might be greater at a university’s main campus 
compared to its regional campus because of its larger student population that needs 
service. A greater amount of resources would be allocated to the main campus.  
 4. Explore why students drop from an academic program after completing their 
first semester. A study aimed at this might reveal similar findings and further emphasize 
a university’s need to address similar problematic student experiences that lead to lower 
enrollment.  
 5. Evaluate possible reasons why an admitted applicant does not register within a 
certain time period such as a delay of 8 months or greater. A study aimed at learning the 
reasons why an admitted student delays enrollment can also highlight a current issue 
within a university.  
 6. Collect similar data from a pool of qualified candidates at multiple universities. 
Data such as these can be very telling as to whether or not the experience by an admitted 
and unenrolled student within an admission process is similar across multiple universities 
or not.  
   
76 
 
References 
 
Abston, B. (2010). Administrators’ perceptions of the enrollment management practices 
at the comprehensive public associate's colleges in Alabama (Doctoral 
dissertation). Available from ProQuest Education Journals. (Order No. 3439794) 
 
Adams, A. (2009). College choice + enrollment management = enrollment choice. 
College and University, 84(4), 42–49. doi:1826130851 
 
Barnes, B., & Harris, M. (2010). Privatization influences and strategic enrollment 
management decisions in public research universities. College and 
University, 85(4), 2–9. Retrieved from http://eric.ed.gov/?id=EJ899277 
 
Benjamin, B., & Lee, J. (2005, June). Enhancing your web site as a recruitment tool by 
implementing chat technology. Proceeding of the 38th Annual Meeting of 
Association of Small Computer Users in Education (ASCUE), Myrtle Beach, SC. 
Retrieved from http://eric.ed.gov/?id=ED490138 
 
Bloomberg, L., & Vope, M. (2008). Completing your qualitative dissertation: A roadmap 
from beginning to end. Thousand Oaks, CA: Sage. 
 
Blumenstyk, G. (2006, December 1). Marketing, the for-profit way. The Chronicle of 
Higher Education. Retrieved from http://chronicle.com/article/Marketing-the-
ForProfit-Way/6212/ 
 
Bohannon, T. (2007, April). Predictive modeling in higher education. (Paper 074-2007). 
Proceedings of the SAS Global Forum 2007 Conference, Cary, NC: SAS Institute, 
Inc. Retrieved from http://www2.sas.com/proceedings/forum2007/074-2007.pdf 
 
Bontrager, B. (2004). Strategic enrollment management: core strategies and best 
practices. College and University, 79(4), 9–15. Error! Hyperlink reference not 
valid.Retrieved from 
http://registrar.iupui.edu/emc/ppt/bontrager_core_strategies.pdf 
 
Bucher, K. (2010). Critical components of community college enrollment management 
planning (Doctoral dissertation). Available from ProQuest Educational Journals. 
(Order NO. 851515792) 
 
Chapman, D. (1981). A model of student college choice. Journal of Higher 
Education, 52(2), 490–505. doi:10.2307/1981837 
 
College board. (2014). Trends in college pricing 2014. Retrieved from 
http://trends.collegeboard.org/sites/default/files/2014-trends-college-pricing-final-
web.pdf 
 
Confer, C., & Mamiseishvili, K. (2012). College choice of minority students admitted to 
77 
 
institutions in the council for Christian colleges and universities. Journal of 
College Admission, Fall(217), 4–15. 
 
Cook, R., & Zallocco, R. (1983). Predicting university preference and attendance: 
Applied marketing in higher education administration. Research in Higher 
Education, 19(2), 197–211. doi:10.1007/BF00974759 
 
Creswell. J. W. (2007). Qualitative inquiry and research design: Choosing among five 
approaches (2nd ed.). Thousand Oaks, CA: Sage.  
 
Creswell, J. W. (2008). Educational research: Planning, conducting, and evaluating 
quantitative and qualitative research (3rd ed.). Upper Saddle River, NJ: Pearson. 
 
Cunningham, S. (2013). Factors influencing college choice for students in agriculture 
programs: A comparative study of community college and land-grant university 
students (Doctoral dissertation). Available from ProQuest Dissertations & Theses 
Global. (Order No. 3598892) 
 
Dolence, M. (1991). Setting the context for evaluation of recruitment and retention 
programs. New Directions for Institutional Research, Summer(70), 5–19. doi: 
10.1002/ir.37019917003 
 
Duniway, B., & Wiegand, K. (2009). Using dimensional data to address enrollment 
management questions in higher education. College and University, 84(4), 32–41. 
Retrieved from http://search.proquest.com.ezproxylocal.library. 
nova.edu/docview/225595934?account id=6579 
 
Durkin, M., McKenna, S., & Cummins, D. (2012). Emotional connections in higher 
education marketing. The International Journal of Educational 
Management, 26(2), 153–161. doi:10.1108/09513541211201960 
 
Filson, C., & Whittington, M. (2013). Engaging undergraduate students through 
academic advising. NACTA Journal, 57(4), 10–17. Retrieved from http:// 
search.proquest.com.ezproxylocal.library.nova.edu/docview/1466250951?account
id=6579 
 
Fogarty, M. (2012, Sep 17). Cost-benefit on class sizes. Education. Retrieved from http:// 
search.proquest.com.ezproxylocal.library.nova.edu/docview/1076732953?account
id=6579 
 
Goenner, C., & Pauls, K. (2006). A predictive model of inquiry to enrollment. Research 
in Higher Education, 47(8), 935–956. doi:10.1007/s11162-006-9021-8 
 
Head, J., Blake, S., & Hughes, T. (2009). Managing enrollment bandits: recovering 
enrollments lost during registration. College and University, 85(2), 67–71. 
Retrieved from http://search.proquest.com.ezproxylocal.library. 
78 
 
nova.edu/docview/225610054?accountid=6579 
 
Hossler, D. (2009). Enrollment management & the enrollment industry: Part 1. College 
and University, 85(2), 2–9. Retrieved from http://eric.ed.gov/?id=EJ867636 
 
Kalsbeek, D. H., & Hossler, D. (2008). Enrollment management & financial aid: A multi-
part series. College and University, 84(1), 2–11. Retrieved from http:// 
search.proquest.com.ezproxylocal.library.nova.edu/docview/225593453?accounti
d=6579 
 
Kealy, M., & Rockel, M. L. (1987). Student perceptions of college quality: The Influence 
of College Recruitment Policies. The Journal of Higher Education, 58(6), 683–
703. doi:10.2307/1981104 
 
Lapan, S., Quartaroli, M., &, Riemer, F. (2011). Qualitative research. Jossey-Bass. 
Retrieved from http://www.myilibrary.com ?ID=333220 
 
Lederman, D. (2012, Oct 10). Higher ed shrinks. Inside Higher Ed. Retrieved from http:// 
www.insidehighered.com/news/2012/10/10/enrollments-fall-first-time-15-years 
 
Marketing. (n.d.). Merriam-Webster’s online dictionary.  Retrieved from 
http://www.merriam-webster.com 
 
Mattern, K., Woo, S., Hossler, D., & Wyatt, J. (2010). Student-institution fit in college 
admissions. College and University, 85(4), 18–26.  doi:2148808411 
 
McNamara, C. (2009). General guidelines from conducting interviews. Retrieved from 
http://managementhelp.org/businessresearch/interviews.htm 
 
McKinney, L., Mukherjee, M., Wade, J., Shefman, P., & Breed, R. (2015). Community 
college students’ assessments of the costs and benefits of borrowing to finance 
higher education. Community College Review, 43(4), 329–354. Retrieved from 
http://search.proquest.com.ezproxylocal.library.nova.edu/docview 
/1719015790?accountid=6579 
 
Miles, M., & Huberman, M. (1994). Qualitative data analysis (2nd ed.). Thousand Oaks, 
CA: Sage Publications, Inc. 
 
Moogan, Y. J. (2011). Can a higher education institution's marketing strategy improve 
the student-institution match? The International Journal of Educational 
Management, 25(6), 570–589. http://dx.doi.org.ezproxylocal.library.nova.edu 
/10.1108/09513541111159068 
 
Nova Southeastern University. (2011). Fact book 2011. Retrieved from 
http://www.nova.edu/publications/factbook/2011/index.html 
 
79 
 
Nova Southeastern University. (2012). Undergraduate tuition. Retrieved from 
http://www.nova.edu/admissions/financialaid/university-tuition.html 
 
Nurnberg, P., Schapiro, M., & Zimmerman, D. (2012). Students choosing colleges: 
Understanding the matriculation decision at a highly selective private institution. 
Economics of Education Review, 31(1), 1–8. Retrieved from http://ephblog.com 
/wp-content/uploads/2015/03/Paper.pdf 
 
Perry, R. F., & Rumpf, D. L. (1984). Predicting the likelihood of matriculation for 
college applicants. Research in Higher Education, 21(3), 317–328. 
doi:10.1007/BF00974865 
 
Pugh, S. L., & Johnson, D. B. (2011). How to make financial aid “freshman-friendly.” 
College and University, 87(1), 8–16. Retrieved from http://search.proquest. 
com.ezproxylocal.library.nova.edu/docview/917755269?accountid=6579 
 
Roller, M., & Lavrakas, P. (2015). Applied qualitative research design. Guilford 
 Publications. Retrieved from http:// www.myilibrary.com?ID=688903 
 
Rupp, M. (2012). Branding a college of pharmacy. American Journal of Pharmaceutical 
Education, 76(9), 1–166. doi:10.5688/ajpe769166 
 
Sandlin, J., & Peña, E. (2014). Building authenticity in social media tools to recruit 
postsecondary students. Innovative Higher Education, 39(4), 333–346. 
doi:10.1007/s10755-014-9280-9 
 
Schimmel, K., Motley, D., Racic, S., Marco, G., & Eschenfelder, M. (2010). The 
importance of university web pages in selecting a higher education institution. 
Research in Higher Education Journal, 9, 1–16.  Retrieved from 
http://www.aabri.com/manuscripts/10560.pdf 
 
Sevier, R. (2000). Building an effective recruiting funnel. (2000). Journal of College 
Admission, Fall(169), 10–19. Retrieved from http://eric.ed.gov/?id=EJ617633 
 
Shaw, E. J., Kobrin, J. L., Packman, S. F., & Schmidt, A. E. (2009). Describing students 
involved in the search phase of the college choice process: A cluster analysis 
study. Journal of Advanced Academics, 20(4), 662–700. doi:10.1177/ 
1932202X0902000405 
 
Spearman, C. J. (2010). Expectations of parents of first-year students regarding 
collegiate teaching and caring at a public university (Doctoral dissertation). 
Available from ProQuest Educational Journals. (Order No. 3404394) 
 
Student affairs. (2014).Retrieved from http://exploredegrees.sta nford.edu/studentaffairs/ 
 
Teo, R., & Soutar, G. N. (2012). Word of mouth antecedents in an educational context: A 
80 
 
Singaporean study. The International Journal of Educational Management, 26(7), 
678–695. http://dx.doi.org/10.1108/09513541211263746   
 
Thomas, M. (2003). Blending qualitative & quantitative research methods in theses and 
dissertations. Thousand Oaks, CA: SAGE Publications, Inc. 
http://dx.doi.org/10.4135/9781412983525 
 
Thomas, E., Reznik, G., & Dawes, W. (1999).Using predictive modeling to target student 
recruitment: Theory and practice. AIR Professional File, 78(11), 295–305. 
Retrieved from http://files.eric.ed.gov/fulltext/ED433753.pdf 
 
Trocchia, J., Finney, Z., & Finney, G. (2013).Effectiveness of relationship marketing 
tactics in a university setting. Journal of College Teaching & Learning 
(TLC), 10(1), 29. Retrieved from http://search.proquest.com.ezp 
roxylocal.library.nova.edu/docview/ 1418716014?accountid=6579 
 
Trusheim, D., Crouse, J., & Middaugh, M. (1990). College applicants’ attitudes and 
enrollment decisions. Research in Higher Education, 31(3), p. 295. 
doi:10.1007/BF00992314 
 
Tucciarone, K. (2008). Advertisings effect on community college search and choice. The 
Community College Enterprise, 14(2), 73–91. Retrieved from http://eric.ed.gov 
/?id=EJ837464  
 
Tucciarone, K. M. (2009). Speaking the same language: Information college seekers look 
for on a college web site. College and University, 84(4), 22–31. Retrieved from 
http://eric.ed.gov/?id=EJ851061 
 
Turner, D. (2010). Qualitative interview design: A practical guide for novice 
investigators. The Qualitative Report, 15(3), 754–760. Retrieved from 
http://www.nova.edu/ssss/QR/QR15-3/qid.pdf 
 
U.S. Department of Education, National Center for Education Statistics. (2011). Digest of 
education statistics, 2010 (NCES 2011-015). Washing, DC: U.S. Department of 
Health, Education, and Welfare, Education Division, National Center for 
Education Statistics.  
 
Vander Schee, B. (2008). Using relationship marketing in college student 
recruitment. College and University, 84(1), 67–72.  doi:1803354671 
 
Veloutsou, C., Lewis, W., & Paton, A. (2004). University selection: Information 
requirements and importance. The International Journal of Educational 
Management, 18(2), 160–171. doi:10.1108/09513540410527158 
 
Ward, J. (2008). Understanding the business of higher education: Creating context for 
your staff development plan. College and University, 84(1), 53–56, 58. Retrieved 
81 
 
from http://spu.edu/depts/idm/docs/publications/JW08ContextforStaffDev.pdf 
 
Wiles, R. (2013). What are qualitative research ethics?. London: England: Bloomsburry 
Academic. 
  
Williams, G. (2011, May 23). Better googling. The Chronicles of Higher Education. 
Retrieved from http://chronicle.com/blogs/profhacker/better-googling/33564 
 
Yin, R. K. (2003). Case study research: Design and methods (3rd ed.). Thousand Oaks, 
CA: Sage Publications, Inc. 
 
Yin, R. K. (2009). Case study research: Design and methods (4th ed.). Thousand Oaks, 
CA: Sage Publications, Inc. 
Yin, R. K. (2012). Applications of case study research (3rd ed.). Thousand Oaks, CA: 
Sage Publications, Inc. 
 
Yin, R. K. (2014). Case study research: Design and methods (5th ed.). Thousand Oaks, 
CA: Sage Publications, Inc.  
 
Ziskin, M., Fischer, M. A., Torres, V., Pellicciotti, B., & Player-Sanders, J. (2014). 
Working students’ perceptions of paying for college: Understanding the 
connections between financial aid and work. Review of Higher Education, 37(4), 
429–467. Retrieved from http://search.proquest.com.ezproxylocal.library.nova. 
edu/docview/1541965664?accountid=6579 
 
82 
 
 
Appendix 
 
Interview Protocol 
0 
 
 
Interview Protocol and Data Collection Instrument 
 
The date of interview: 
The time of interview: 
The location of interview: 
The researcher and interviewer’s full name: 
The study’s participant and interviewee:  
 
Opening Statement: 
Hi, this is Richard Hudnett, a graduate student attending Nova Southeastern University. I 
greatly appreciate your willingness to participation in this study and submitting your 
signed consent form. As previously discussed, this interview will be confidential and 
your privacy is essential and will be secured. Throughout this interview, I may take 
handwritten or typed notes in order to improve the study’s legitimacy and accuracy of 
your responses. The main purpose of this applied dissertation is to explore why a new 
student who is fully admitted to an academic program never proceeds to registration 
during their first semester. It is requested and greatly appreciated if you can provide 
honest, independent, and clear responses to each of the questions asked today. Again, 
thank you for your participation in this study and I would like to begin by asking the first 
question.  
 
Interview Questions: 
 
1. Why did you submit an application to this particular university? 
2. Can you please describe a personal experience that has influenced your decision 
to submit an application to a specific academic program or university? 
3. Can you please describe your experience at the various points within the 
university’s enrollment process? 
4. Can you name and describe which of your experiences led you to decide to not 
enroll? 
5. Can you please explain your decision process for not enrolling at this particular 
university? 
6. What actions could have the university taken that might have encouraged you to 
enroll at this university? 
1 
 
 
7. Under what conditions would you ever consider pursuing a degree at this 
university and would you recommend it to anyone else? 
8. Can you describe your perception of the university at the beginning and the end of 
your admission process? 
9. What where some unanswered enrollment questions before or after you submitted 
your application? 
10. How did the course format offerings at this university influence your decision to 
not enroll?  
11. If you could make any improvements to the university’s website, what would they 
be? 
12. What can the university do to help insure admitted students are knowledgeable 
and equipped to enroll?  
13. Did the university meet your expectations and needs and please describe how or 
how not? 
14. Did you pursue your degree at another university; if so, what lead you to select 
that particular college to enroll at? 
15. How did you evaluate your choices of colleges to attend? 
